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No, Imogene, an outdoor adver- 
tising convention is not one where 
the sessions are held in the park. 


* * * 


On the other hand, those attend- 
ing an outdoor advertising meeting 
have one big advantage: it is al- 
ways in order to give uninteresting 
speakers the air. 


* * * 


Howard Stodghill, the new A. B. 
Cc. director, has been circulation 
manager of newspapers in Louis- 
ville, Nashville, Mobile and Syra- 
euse. I’d call that pretty good 
circulation. 

« + 

An oil refiner is using pictures of 
beautiful ladies unadorned in his 
trade paper advertising, and finds 
the readers appreciative. Now if 
the editors will adopt the same pro- 
gram, the publisher can fire his cir- 
culation manager. 


* * * 


Albert E. Haase intimates in his 
new book that it is too much to 
expect perfection from an advertis- 
ing agency. Evidently he doesn’t 
make a practice of reading agency 
advertisements. 


* * * 


Estelle Taylor is helping to pro- 
mote the General Electric bridge 
lamp contest by riding in the car 
offered as first prize. If Estelle goes 
with the car, I’ll enter the competi- 


tion myself. 
* 


Norge, it is asserted, has advanced 
from twenty-third to fourth place in 
the electric refrigeration field this 
year. Like their ancestors, the 
Norgemen have been discovering 


America. 
* * 7 


A correspondent says that cam- 
paigns of exaggeration are “insidi- 
ous.” And that isn’t the only thing 
they have in common with halitosis. 


* * 


“Watch Hudson!” is the slogan 
of the new campaign. If they’re go- 
ing in for speed this year, maybe 
we'll have to have two people to 
watch it—one to say, “Here she 
comes,” and the other, “There she 
goes.” 


* * * 


Ralph Leavenworth, the new West- 
inghouse advertising chief, is an ex- 
Y. M. C. A. executive. But prob- 
ably the boys in the trenches won’t 
hold that against him. 


* * * 


People used to wonder what there 
was that couldn’t be advertised. Now 
they’re wondering what advertising 
there is that won’t sooner or later 
contain a “medical endorsement.” 


* * * 


“The quality of the program 
should never be sacrificed to com- 
mercial expendiency,” announces the 
National Association of Broadcast- 
ers in convention assembled. That 
sounds all right, but don’t forget 
that it’s commercial expediency that 
Pays broadcasters’ salaries. 

* * * 

The Hotel Astor advertises in out- 
of-town papers, “9% hours’ rest in 
8 hours’ slumber.” Who ever heard 
of a visiting fireman getting 8 hours’ 
slumber in New York—much less 
9% hours’ rest! 

Copy Cus. 


OUTDOOR FIELD 
GATHERING FOR 
41ST MEETING 


Several Important Projects to 
Be Presented 


Detroit, Mich., Nov. 6—Directors 
of the Outdoor Advertising Associa- 
tion of America are already drifting 
in for the 41st annual meeting of 
that organization to open at the 
Statler Hotel Tuesday morning. The 
directors will hold a meeting Mon- 
day morning, while the officers will 
stage a conference at 2 P. M., and 
the secretaries will meet Monday 
evening. 

Several projects of national im- 
portance will be presented. The pro- 
gram: 


MONDAY—November 9th 


Directors Meeting, 10 o’Clock, 
morning. Officers’ Conference, 2 
o’Clock, afternoon. Secretarial Con- 
ference, 8 o’Clock, evening. 


TUESDAY—November 10th 


Opening Session, 10 o’Clock, morn- 
ing; George W. Kleiser, President, 
presiding. 

Call to Order. 

Invocation — B. W.  Pullinger, 
Chaplain 107th Regiment, Michigan 
Nat’] Guard. 

Flag Service—Washington Post, 
American Legion. 

Star Spangled Banner—Led by 
Mr. Emory Parnell, accompanied by 
Mrs. Emory Parnell. 

Addresses of Welcome—Wilbur 
M. Brucker, Governor of Michigan; 
Frank J. Murphy, Mayor of De- 
troit; Harvey Campbell, Secretary 
of Board of Commerce. 

Response to Addresses of Wel- 
come—H. C. Macdonald, Secretary 
of Outdoor Advertising Association 
of Michigan. 

Greeting from Poster Advertising 
Association of Canada, W. T. Sut- 
ton, President. 

Response—Geo. W. Kleiser, Presi- 
dent Outdoor Advertising Associa- 
tion of America, Inc. 

Messages and Announcements. 

In Memoriam—Hon. Frank C. 
Zehrung, Lincoln, Nebraska. 

1:30 o’Clock, afternoon, George 
W. Kleiser, President, presiding. 

Business Session—Roll Call of 
Officers, Reading of Minutes of Last 
Meeting, Reports of Officers, Com- 
munications, Unfinished Business, 
New Business, Talk by M. F. Red- 
dington, Pres., M. F. Reddington, 
Inc.; Presentation of 1932 Program. 

After adjournment, members are 
urged to visit the exhibits. 

Board of Directors’ Meeting—To 
be held immediately following close 
of business session. 

Special meeting of Board of Di- 
rectors for the purpose of electing a 
president in accordance with Con- 
stitution and By-Laws. 


WEDNESDA Y—November 1ith 


National Advertising Day—Morn- 
ing and afternoon sessions under 
the auspices of Outdoor Advertis- 
ing Incorporated. 

9:30 o’Clock, morning—A. M. 
Briggs, Vice President, Outdoor Ad- 
vertising Incorporated, presiding. 

Looking Forward, K. H. Fulton; 
How Salesmen Operate Under the 
New Selling Plan, R. D. French; 


(Continued on Page 8) 


Chicago, Nov. 5.—With newspa- 
pers reducing the amount of space 
given to radio programs or eliminat- 


Radio 


Radio, in Rebellion 
Against Newspapers, 
Starts Own Mediums 


ies to provide the public with radio 
news and programs. The St. Lows 
Rad'o Guide will make its appear- 


Guide 


An ittustrateo Week ty of Procrams and Personauities 
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Civic Opera on NBC Network Saturday 


Wrigley Compan 
ne New Series 


|| WLS to Carry 


over Columbia Net} : 


‘WBBM to Be Local Outlet for Myrt 
and Marge Sketches 
a y 

“Myrt and Marge.” radio new- 
comers with a dramatic real-life story 
from behind the footlights. will in- 
augurate a five-a-week series over) @ 
WBBM and a nation-wide Colum- 
‘bia network this Monday. 

“Myst and Marge” will greet the 
listeners between 9:45 and 10:00 
Pp. m. This new series is under the 
sponsorship of the William Wrigley 
Jr., Company. , . 

“Myrt,” more completely iden 
tified as Myrtle Vail, is author of the 
radio serial. As in the case of her 
partner, Donna Damercl, Miss Vail 
comes to radio’ from the theatrical 
world. Her stories are packed with 


“Myrt and Marge” will originate 


and constitutes the second large net- 

work broadcast being sponsored by 5 

the William: Wrigley, Je. Company on KY W Weekly 
fii if these broadcasts went on —_e— 

WBBM ond a eideus Columbia | Goodyear Sponsors Elaborate Two- 

hookup a number of weeks ago and is a-Weck Broadcasts 

known as “The Lone Wolf Tribe. An Joba Philip Sousa and his band. 


ledise Ff he Goodyear concert -dance orchestra. 


New weekly started in Chicago t 


ing them entirely, the two big chain 
networks are taking steps, where 
necessary, to place their programs 
in the hands of the radio public 
without assistance. 

The new medium will also enable 
the chains to point with pride to 
some of their news beats as well as 
compete with newspapers for adver- 
tising patronage. 

Outside interests have seen an op- 
portunity in the situation in some 
instances. The New York Radio 
Guide and Chicago Radio Guide 


in, the Columbia studio in Chicago] Sous and Pryor |Bing Crosby on WGN [** 


tad the Goodye 
YRCTADVENTURE [sheers MMSE 


Il Trovatore 
from 8 to 8:30 


Will Pick ap Overture and First 

Act Direct from Stage 
——— 

; For the sixth successive season reg- 
ular performances of the r 
Civic Opera Company will be broad- 
cast direct from the stage, it was an- 
nounced by the National Broadcast- 

ing Company. 

The broadcasting company and 
Herbert H. Witherspoon, director of 
the opera company, have reached an 
| agreement whereby the first half hour 


= | cast over an NBC network from 8:00 
to 8:30. beginning this Saturday. 


SeraGas Oi Lee, whe will be heard +s Le . and Antonia Cortis, as Manrice, 4 , 
realistic bits from the lives of those] Goring the breadeact of Il Trevacore direct vom The stare of the Chietes Chore | Instead of cutting into on opera, o 
someti ic. sometimes tragic.| Opera this Saturdey at Bp. m. WLS wit be focal outlet for this as fer all | program been arranged so 
“adies of oom ‘ i the opera breadcsste from the Neroesl Brosdensnng Company. broadcast will open with the over: 


ture and continue through the first 


The tentative schedules call for 

Six Times Each Week| thirteen weekly broadcasts. several of 
—>— which, it is expected, will be Amer- 

Bing Crosby. baritone sensation of Witherspoon toured 
radio. records. stage and screen, be- turope this summer in quest of new 
gins a mew series of broadcasts at 2| material and voices and as a result 
different period over a new hook-up! several operas and a number of noted 
of Columbia stations commencing singers will be heard in this country 
this Monday. 931-32 


nner for the first time during the 1 
Effective that date. Bing will 
oadcast his program each 


ican premiers. 


o carry current radio programs and 


keep fans informed of other developments. 


ance in the immediate future. 

These are independent enterprises. 
Where no publisher assumes the 
task, the National Broadcasting 
Company or Columbia Broadcasting 
System will fill the breach. 

In Minneapolis, an outlet of the 
National Broadcasting Company has 
begun publication of its own paper. 
The Columbia outlet wiggled deri- 
sive fingers at the newspapers by 
taking paid space with the latter’s 
arch foe, the Shopping News, while 
two other stations named _ the 


have started publication as week- 


(Continued on Page 15) 


Last Minute 


New York, Nov. 6—Dr. John T. 


annual meeting. 


offered by that magazine. 


News Flashes 


American Dental Association to Advertise 


Hanks has been appointed chairman 


of a committee to arrange a national “educational” campaign for the 
American Dental Association, as directed by a resolution adopted at the 


Wrigley Stages National Poster Campaign 


Chicago, Nov. 6—The Wm. Wrigley, Jr., Company, for the 22nd con- 
secutive year, will use nation-wide poster advertising in 1932. The Charles 
W. Wrigley Company will place the account. 


“Ballyhoo” Followed by “Hullabaloo” 


New York, Nov. 6—Hullabaloo, a new monthly patterned after Bally- 
hoo, made its appearance on newsstands this week. Like Ballyhoo, the 
new paper is issued by the Dell Publishing Co. 


“Parents’ Magazine” Reduces Base Rate 


New York, Nov. 6—The Parents’ Magazine has issued a new rate 
card, effective Jan. 1, making the rates per thousand the lowest ever 


APPEL PROPOSAL 
REVERBERATES 
THROUGH U. S. 


Advertising Men Against Seek- 
ing Outside Help 


New York, Nov. 5—A sensation, 
both in and out of advertising cir- 
cles, was created by the proposal of 
Joseph Appel, advertising manager 
of John Wanamaker, New York, and 
treasurer of the Advertising Fed- 
eration of America, that advertising 
present itself as an industry to the 
*ederal Trade Commission, adopt a 
code of practices and standards, and 
devise a method of enforcement. 

This address, reported exclusively 
by ADVERTISING AGE, was in such 
demand both in New York and 
Washington, that the supply was 
quickly exhausted. Mr. Appel made 
two addresses, one for himself and 
one for the A. F. A. 


That part of Mr. Appel’s revolu- 
tionary proposal concerning putting 
advertising under the purview of the 
Federal Trade Commission found 
little favor with the majority, though 
it agreed some immediate action is 
necessary to purge the situation. 

They pointed out that publishers 
held a trade practice conference 
under the auspices of the Federal 
Trade Commission in 1928 and that 
enforcement of the principles then 
enunciated might be sufficient 
remedy. 


Humphrey Agreeable 


At Washington, W. S. Humphrey, 
member of the Federal Trade Com- 
mission, was quick to endorse Mr. 
Appel’s proposal. 

“Such a trade practice conference 
could do nothing but good,” he said, 
asserting the 1928 conference proved 
“of incalculable benefit to the public.” 

Ralph Starr Butler, vice-president 
of General Foods Corp., who also 
condemned current advertising 
trends before the Chicago Advertis- 
ing Council Oct. 22, said he con- 
curred with Mr. Appel’s sentiments 
in general, but does not court inter- 
vention of the Federal Trade Com- 
mission. 

The National Publishers’ Associa- 
tion said it will be glad to partici- 
pate in a conference to curb ques- 
tionable advertising, but does not 
feel the Federal Trade Commission 
has or should have general super- 
vision over advertising. 


Lee H. Bristol, vice-president of 
the Bristol-Myers Company, and 
president of the Association of Na- 
tional Advertisers, could not -be 
reached. It is known, however, that 
he is strongly opposed to Govern- 
ment in advertising. 

H. J. Kenner, of the Better Busi- 
ness Bureau of New York, said he 
believes Mr. Appel’s talk was full 
of practical suggestions well worth 
considering. 

Fred O. Bohen, of Successful 
Farming, Des Moines, Iowa, presi- 
dent of the Agricultural Publishers 
Association, said he favors an ad- 
vertising conference under the aus- 
pices of the Advertising Federation 
of America. 

Arthur Kudner, president of Er- 
win, Wasey & Co., came out flatly 
against any submission of advertis- 
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ADVERTISING AGE 


November 7, 1931 


ing’s problems to the Federal Trade 
Commission. 

“The difficulty,” commented Mr. 
Kudner, “is to devise a code that 
will curb depredators without also 
definitely killing the goose. Discus- 


sion thus far overlooks the vital fact | 


that the primary purpose of good 
advertising is to sell goods. 


“If advertising fails to do that, it 


has no reason for existence, no mat- | 


ter how inoffensive or well-man- 


nered it may be. It is distinctly a} 


moot question whether the liar in 
print will not kill his own business 
long before he kills the credibility of 
advertising generally. 

“Tt is certain emasculated or un- 
interesting copy will kill advertis- 
ing because it will fail to sell goods. 
Any code that could help would be 
only an elaborated definition of the 
simple word truth. 

“Could a new written definition of 
truth in advertising safely accom- 
plish anything in restraining any- 
body whose thinking ‘on business 
ethics now includes no reasonably 
accurate concept of truth? 


“Eventually even the questionable 
advertiser will learn that his word 
is his fortune or ill. In that fact lies 
the real ground for belief that the 
solution of the problem will come 
from within advertising itself.” 

At the 1928 conference of publish- 
ers with the Federal Trade Com- 
mission, the latter pointed out that 
its “sole desire is to stop practices 
now prohibited by law. 

“What then, is the specific pur- 
pose of this conference? It is to 
have publishers agree as to what 
they will do to find out whether or 
not an offered advertisement is false 
and misleading before it is pub- 
lished. 

“Your own experience and knowl- 
edge of the truth of any advertise- 
ment is more reliable than any so- 
called evidence the advertiser may 
produce. The true test is to exer- 
cise such care as a reasonably pru- 
dent man under such circumstances 
would exercise if his own interests 
were directly affected. No exact 
rule nearer than that can be stated.” 

The publishers responded by 
adopting resolution thanking 
Chairman W. E. Humphrey for his 
expression of confidence, and adding 
in part: 

“We recognize that the National 
Better Business Bureau is the most 
competent agency of assistance in 
preventing frauds in advertising and 
selling. 

“We request the Bureau to advise 
publishers generally and whenever 
deemed advisable, any Government 
agency, when advertising being pub- 
lished, or likely to be offered for 
publication, is established by the 
Bureau to be fraudulent, upon rea- 
sonable investigation and notice to 
the person complained of.” 

The report of the Federal Com- 
mission added: 

“This does not preclude anyone 
from reporting violations directly to 
the Commission nor does it affect 
the Commission’s prerogative to 
cause complaints to be filed on its 
own initiative.” 
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ENTRY IN DETROIT EXHIBITION 


PENNZOIL 10 
CHICAGO AGENT 


Chicago, Nov. 5—The appointment 
of Hays MacFarland & Co. by the 
Pennzoil Co., Oil City, Pa., gives the 
Chicago agency a major account to 


|replace the Grigsby-Grunow Com- 


pany. 

MacFarland directed Majestic ra- 
dio advertising for several years, 
during which Grigsby-Grunow made 
substantial headway against fierce 
competition. Following a reorgani- 
zation last year, another agency was 
appointed. 

The Pennzoil Company has been 
a heavy user of space in newspapers 
and national weeklies, and has also 
used farm and export publications 
extensively. 

While the appointment is effective 
immediately, space buying will be 
held up until after December 10, 
pending decision on several new 
copy ideas. 


Select Harlan Agency 


The Ilsco Copper Tube & Products 
Co. has placed its account with the 
Jesse R. Harlan Co., Cincinnati. 
Trade papers and direct mail will be 
used in a campaign in December. 


III 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHO?S , Inc. 


Graybar Building 
490 Lexington Avenue 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“everybody reads the news” 


| tinuing: 


ee 


Maid Your Job 
With Rap-I-Dol 
New Copy Urges 


New York, Nov. 5.— The Rever 
Advertising Corporation is releasing 
a new newspaper campaign on 
Rap-I-Dol, a hair dve, following suc- 
cessful test campaigns justifying its 
use by economic conditions. The 
manufacturer is the Rap-I-Dol Cor- 
poration, New York. 

“Was she really too old?” asked 
a typical piece of copy, explaining 
“she had lost out again,’ and con- 


“They passed her by again. And 
yet she knew she was better pre- 
pared to fill that higher position 
than the young girl just promoted. 
That increase would have brought 
her so many little things she had 
longed for. 

“Was she really getting too old? 
She certainly didn’t feel like it! She 
still had plenty of ‘pep’ and could 
keep up with the rest of them. And 
then the reason dawned on her—” 

This copy has evoked a remark- 
able response from business women 
of 30 to 35, Lee B. Rever, president 
of the agency, said. 

The newspaper copy, varying in 
size up to 450 lines, lists the names 
of beauty shops authorized to apply 
Rap-I-Dol, the company being com- 
mitted to distribution through this 
channel only. 


Hearst Newspapers 
Print Hodges’ Talk 


All of the Hearst newspapers of 
Oct. 25 carried a story by Gilbert T. 
Hodges, president of the Advertis- 
ing Federation of America, urging 
more generous use of advertising. 

Mr. Hodges’ article was based on 
figures provided by the Bureau of 
Research, A. F. A. 


Typographers Deplore 


Prices Below Cost 
The Advertising Typographers of 
America adopted a resolution de- 
ploring use of under-cost prices as a 
catch-method of breaking into new 
accounts. 
The association said it stands 
ready to co-operate in any effort to 
stabilize and assist advertising. 


With New Medium 
Donald Norman has left the Chi- 
cago Tribune to join the Chicago 
office of the Outdoor Advertising 


COAST AGENCIES 
MEETING AT 
SANTA BARBARA 


Elect Honig 

Santa Barbara, Cal., Nov. 6—Louis 
Honig, president of the Honig- | 
Sooper Co., San Francisco, was | 
slected president of the Pacific Asso- 
tiation of Advertising Agencies at 
‘ts closing session. 

Other officers: First vice-president, 
Henry J. Stevens, San Francisco; 
second vice-president, R. P. Milne, 
Seattle; secretary-treasurer, E. L. 
“ynch, San Francisco. 

New directors: Dan B. Miner and 
Yon Francisco, Los Angeles; Henry 
). Hawes, San Francisco; David M. 
Botsford, Portland. 


Santa Barbara, Nov. 5 (By wire) 
—Advertising agencies of America 
can play a tremendously important 
part in pulling American business 
nut of the quagmire of uncertainty 
and lack of confidence according to 
John Benson, president of the 
American Association of Advertis- 
ing Agencies who is attending the 
16th annual convention of Pacific 
Association of Advertising Agencies 
which opened today. 

“The responsibilities of an adver- 
tising agency in subnormal times” 
was the theme of his address—a 
theme which is_ being carried 
through the discussions of the en- 
tire convention. Bucking the de- 
pression with advertising copy which 
will induce the public to climb back 
on the purchasing wagon is a solu- 
tion to at least a part of the na- 
tion’s ills in the opinion of 200 
representatives of more than 80 of 
the leading agencies of the Pacific 
Coast. 


Test Golf Course 


President Dan B. Miner of Los 
Angeles called the convention to or- 
der Thursday morning after 12 of 
the members had reported back from 
the preliminary round of the Asso- 
ciation Golf Championship on La 
Cumbre course, one of the fastest 
in all California. 

Not one of the twelve entrants 
turned in a score under a hundred! 

“Advertising, within the next few 
years, possibly within the next five, 
will be included among the profes- 
sions” said John Cuddy, managing 
director of California Inc., in a talk 
this afternoon. 

“Advertising during the last 
twenty years has developed into a 
science and within a short time col- 
leges and universities will confer a 
degree in this newest profession. 
Possibly the degree of ‘Certified 
Advertising Professionalist.’ ” 

Mr. Cuddy lamented the fact that 
there still are a few agencies which 
continue to give rebates to their 
clients and declared that the ethical 
bars of the agency system must be 
held tightly in place if the system 
is to continue to give the high stand- 
ard of service which clients have a 
right to expect. 


Block on Program 


Paul Block, newspaper publisher, 
addressed the association on “The 
Place of Advertising in the Rehabil- 
itation of Business.” 

Mr. Block declared that advertis- 
ing agencies have an opportunity 
today such as has never before pre- 
sented itself. The American public 
must be impelled to buy through 
irresistible advertising copy, he said. 

K. Leroy Hamman spoke Friday 
on increasing agency volume by 
developing new advertisers. 


Broadcast Address 


The Anchors A’Weigh Banquet 
Friday night, at which Russell N. 
Lockwood will be toastmaster, will 
feature the installation of new of- 
ficers and a show staged by Para- 
mount Studios of Hollywood. A 
talking newsreel, one of the weekly 
editions of the Santa Barbara Daily 
News-Warner Brothers series, fea- 


Agency of America. 


turing convention characters and 


TH'®F 


ROBBERS 


IN MILLIONS | 
OF RADIOS — 
ARE BEING © 


Dad Biever r figure is the central 
theme of the winter campaign of the 
Ken-Rad Corp., tube manufacturers, 
Owensboro, Ky. 


activities, will be shown at the 
banquet. 

Governor James Rolph, Jr., was 
scheduled for an address on “What 
the Commonwealth of the Pacific 
Coast Demands of Advertising,” 
his talk to be broadcast over the 
Pacific Coast Network of Columbia 
Broadcasting System. Illness pre- 
vented him from attending and Lt.- 
Gov. Merriam substituted. 

At midnight Friday the famous 
15-2 Club will stage its annual cere- 
monial stag, which is expected to 
continue until the small hours. 

Sixteen years ago the Pacific 
Coast association was organized on 
the wide veranda of the Old Arling- 
ton Hotel, which crumpled under the 
force of the Santa Barbara earth- 
quake in 1925. Today a group of the 
members who were prominent at 
that meeting held a reunion on the 
site of the Arlington Hotel where 
the Arlington Theater, the most dis- 
tinctive playhouse on the Pacific 
Coast, has been erected. 


Join at Cleveland 

Charles L. Eshleman, the Gris- 
wold-Eshleman Co., is a new member 
of the Cleveland Advertising Club. 
Others: 

Alfred E. Dorod, free lance; W. R. 
Armstrong, Cleveland News; F. N. 
Cochenour, Commonwealth Loan 
Co.; W. H. Corbett, Ohio Bell Tele- 
phone Co.; S. O. Fields, Bachrach- 
Feld Co.; William R. Martin, Sterl- 
ing & Welch Co.; H. D. Pope, Lyon 
& Healy; Robert Summerell, Bil- 
lings-Chapin Co.; Samuel R. Sague, 
the J. B. Savage Co.; Lloyd W. 
Thompson, Phoenix Mutual Life In- 
surance Co.; Leo F. Walsh, Sterling 
& Welch Co. 


Telephone Scientist 


Speaks on Research 

Sergius P. Grace, assistant vice- 
president, Bell Telephone Laborato- 
ries, Inc., New York, will lecture in 
Chicago Nov. 17 and 18 under the 
auspices of the Chicago Association 
of Commerce and the Western So- 
ciety of Engineers. 

These organizations are inviting 
other business and professional men 
to hear Mr. Grace tell how it is pos- 
sible to hear without sound and ex- 
plain other scientific phenomena. 


Find New Theme 
for Margarine 


“Avoid fat starvation,” is the new 
theme for Jelke Good Luck Mar- 
garine, to be used in magazines, now 
that its power has been demon- 
strated in a major newspaper cam- 
paign in Chicago. 

This product of the John F. Jelke 
Co., Chicago, is the account of Col- 
lins-Kirk, Inc. 


Schleppey Back Home 


Bloor Schleppey, former adver- 
tising director of New Orleans Pub- 
lic Service, Inc., and now business 
manager of the New York Ameri 
can, addressed his old friends in the 
Advertising Club of New Orlean 


this week. 
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ADVERTISING AGE 


Kobbe to Issue 
New Reference 
Book in 1932 


New York, Nov. 5.—Phillip Kobbe, 
president of Phillip Kobbe, Inc., the 
agency which formerly handled the 
advertising account of Standard 
Rate & Data Service, Chicago, plans 
to compete with both that organiza- 
tion and companies specializing in 
lineage figures with “The Magazine 
Space Buyer’s White Book.” 

Mr. Kobbe lists the objectives of 
this volume, to appear in January 
as “to give in a single volume infor- 
mation regarding 101 magazines and 
to give magazine publishers the 
opportunity of stating their quality 
claims and quality arguments to 14 
distinct classifications of advertisers 
and agents.” 

If an agency gets a new passenger 
ear account, for instance, it may 
learn, from this reference book, the 
names of the magazines which car- 
ried automotive accounts in 1931, 
with the lineage of each. 

Following this, magazines which 
think they should have some auto- 
motive lineage may tell why under 
the six headings of “trend of auto- 
motive lineage,” “circulation trend,” 
“geographical distribution,” “charac- 
ter of circulation,” “editorial policy” 
and “remarks.”’ Underneath this is 
a space in which the magazine con- 
cerned will be permitted to adver- 
tise. 


Real Estate Men 
in One-Day Drive 

Members of the National Associa- 
tion of Real Estate Boards will send 
1,000,000 “reorganization sheets” to 
American homes Pee. 1, the first 
Save for a Home Day. 

The mailing piece makes sugges- 
tions for a savings program and is 
based on the association’s contest a 
year ago to ascertain how home- 
owning families secured the down 
payment. 


Vita Fresh Theme 
Builds Coffee Sales 


October set a new record for Max- 
well House coffee sales. Weekly vol- 
ume increased as much as 20 per 
cent. 

Marion Harper, vice-president, 
General Foods Sales Co., New York, 
attributes the showing to promotion 
of the new pack in extensive news- 
paper and magazine advertising. 


“Spend,” Advises Bank 


The Fidelity Investment Associa- 
tion of Wheeling, W. Va., is enclos- 
ing a folder with payment notices 
urging contract-holders to spend 
money for things that make life 
worth while. 

The account is handled by Buck- 
ley, Dement & Co., Chicago. 


Bergh in Agency Field 

Arthur Bergh has resigned as 
musical supervisor and director of 
recordings for the Columbia Phono- 
graph Company to head the radio 
department of Young & Rubicam, 
New York. 


Get Oil Burner 


Atherton & Currier, Inc., New 
York, has been appointed by the In- 
ternational Burners Corporation, 
New York, makers of Victory, Cal- 
oroil and Crescent oil burners. 


Agency for Cement 


The Medusa Portland Cement 
Company’s advertising will be 
handled by the Sweeney & James 
Co., Cleveland, Jan. 1. Magazines 
and trade papers will be used. 


Willys Shows Profit 


Despite a loss in the third quarter, 
the net profit of the Willys-Overland 
Co., Toledo, O., is $120,462 for the 

rst nine months of 1931. 


Selling Shoe Laces 


The Berlin office of Erwin, Wasey 
& Co. has been appointed by Ernst 
Bergmann & Co., Erfurt, Germany, 
manufacturer of shoe laces. 


R. E. Morgan Starts 


Reginald E. Morgan, well-known 
‘acific Coast advertising man, has 
opened his own office at 924 Liggett 
building, Seattle, Wash. 


ADVERTISING MEN TROD THE BOARDS 


The Advertising Club of New York gave a play recently. 
Left to right: Sir Hector Fullaprunes, impersonated by Jesse 
Neal; Jimmy Walker, alias J. Wright Brown, Jr.; a cheese man- 
ufacturer getting ready to blue pencil some copy; and Mahatma 
Dandhi, or Ferd Schiller. There were others, but you get the 


idea, 


ASSOCIATION IS 
PREPARING NEW 
BANK CAMPAIGN 


Financial Advertisers to Help 
Members 


Chicago, Nov. 4—With 29 Iowa 
newspapers willing to donate the 
space for the campaign, and many 
banks ready to run it in paid space, 
the Financial Advertisers Associa- 
tion is having the merchandising and 
advertising brains of three first-class 
advertising agencies wrestle with the 
problem of just what type of copy 
should be used to revive public con- 
fidence in business in general and 
banking institutions in particular. 

This sensational plan was revealed 
to the Chicago Financial Advertisers 
today by national president Chas. 
H. McMahon, of the First National 
Bank, Detroit. Mr. McMahon said a 
committee has the project well in 
hand, but the copy problem has been 
a baffling one. The campaign will 
consist of six advertisements. 

Mr. McMahon explained the diffi- 
culties as being due to prevailing 
public psychology. Banks, he sug- 
gested, are in the position of an in- 
dividual who has been generally re- 
ported to be broke. 


No matter what he does, he will 
have difficulty in dispelling the 
illusion. If he retrenches, the neigh- 
bors will point with pity, while if 
he begins to spend, the tradesmen 
will view with alarm. 


He asked H. Fred Wilson, of the 
Continental Illinois Bank & Trust 
Co., what he would do if his board 
of directors presented him with an 
unlimited advertising appropriation. 


Wilson’s Views 


Mr. Wilson said he wouldn’t do 
anything sensational but would do 
more of it. He would use old medi- 
ums more frequently and break into 
new ones quietly, without trying to 
attract too much attention, lest his 
position be misunderstood. 


Announcing his subject as “Public 
Enemies,” Mr. McMahon paid his re- 
spects in no uncertain terms to 
“barber shop financiers,” who have 
been active in spreading pernicious 
rumors. This species of financial ex- 
pert is not confined to emporiums 
where hair cuts and shaves are dis- 
pensed, he pointed out, but abounds 
in drug stores, dental offices and 
elsewhere. 


They are, according to the na- 
tional president, more voluble than 
understanding of the problems con- 
fronting business and banks, and 
lacking any specific information on 


which to base judgment, fill the ether 
with “blue” notes. 

Nevertheless, he pointed out, banks 
themselves have been remiss in fail- 
ing to stem the tide of adverse gos- 
sip. He related one case where a 
glaring advertisement of a bank’s 
supposed strength was allowed to 
remain after the sign, “closed by the 
state examiner” had been hung on 
the door. 

Mr. McMahon urged his audience 
to exercise care to see that where 
banks, as agents for property own- 
ers, advertise stores for rent, the 
sign should carry the word “agent,” 
so that gossip-mongers may not so 
readily jump to the conclusion that 


| the bank itself is the owner suffer- 


ing from lack of rentals. This action 
has been taken in Detroit, he said. 


Better Advertising Needed 


Mr. McMahon also said bank ad- 
vertising must be more powerful, 
more sincere, more thoughtful, more 
effective. There has been too much 
chime-clock advertising, he said, and 
to explain his meaning, told of the 
advertising used by a staunch little 
bank in a small city. The bank was 
equipped with a chime clock and 
most of its advertising referred to 
it as the “bank with the chimes.” 

Mr. McMahon was brought into 
the picture to furnish some disinter- 
ested advice on advertising. He 
found that the bank had been in 
business for several generations. 
Most impressive of all, the founder, 
long since departed, actually looked 
like a banker. 

“He looked like ‘Trade’ of the 
Smith Brothers’ Trade-Mark,” ex- 
plained the speaker. 

Mr. McMahon thought this photo- 
graph should appear in copy em- 
phasizing that the roots of this in- 
stitution were embedded deeply in 
the life of the city. He prepared a 
campaign along this line, but the 
directors rejected it in favor of 
lighter copy referring gaily to the 
“chime-clock bank.” 

Not long after, the bank closed 
its doors. More bed-rock advertising, 
Mr. McMahon thought, might have 
helped it weather the storm. 


Exposes Racketeering 

William L. Stoddard, of the Por- 
ter Corporation, Boston agency, is 
the author of “Financial Racketeer- 
ing and How to Stop It,” just pub- 
lished by Harper & Bros. 

The book shows how the financial 
underworld takes $2,000,000,000 a 
year from an ignorant public and 
how the advertising profession can 
remove this drag. 


Buys “Hollywood News” 


Harland G. Palmer, publisher of 
the Hollywood Citizen, has bought 
the Hollywood News and consoli- 
dated the two papers as the Holly- 
wood Citizen-News. 


Takes Financial Post 
Don Hill has been retained as ad- 
vertising counsel by the California 
Building and Loan League, Los 
Angeles. 


No. 9 of a Series 


rop In when 
youre down, Mc. Fitts 


You could go a long way and not find a man so marvelous 
Bas 


of mind, so distinguished of character, so extraordinarily 
Ph. D., LL. D. 


well-rounded of being as Mr. Charles N. Fitts of Boston. 


VS ee 


Well, we just don't awe when we've met anybody as 
attractive as Mr. Fitts, who is Treasurer of the NewEngland 


Structural Co., and a man of parts if there ever was one. 
71 


Mr. Fitts made a trip lately down to White Sulphur 
—— 


Springs and there he made a talk to the American 
Institute of Steel Construction. More than that he said: 


@ The Cancellation of our Advertising has 
been a very definite loss to us as an 
organization. 


Well, sir, you would have to go a long way to find 


anybody as sensible, as charming, as beautiful in mind 


and character as Mr. Fitts. PEELE PLIiLIitil 


Mr. Fitts also said: 


@ The widespread advertising of lumber and 
cement are classical examples of coép- 
erative effort, and those activities have 
undoubtedly contributed greatly toward 
advancing the market for these materials. 


Mr. Fitts did not point out the obvious, which is—that 
building is the LARGEST of all American industries, 
w"es"sn"s 


with $10,000,000,000 (ten billions, to you) spent in 
$3 >> 


normal times and $8,000,000,000 soon to be released 


(1921-1929) 


for building purposes through President Hoover's plan. 
af) 


Neitherdid he point out the obvious, that the key man ofall 
zs 


this building is the architect. Nor the more obvious, that 
if you sell the architect, you sell all. And the still more ob- 


vious, that you can sell the cream of the architects through 


ARCHITECTURE 


THE CREAM OF THE ARCHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 


Publishers of ARCHITECTURE and Architectural Books 


NEW YORK CLEVELAND CHICAGO LOS ANGELES SAN FRANCISCO 
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Advertisers Are Leading the Way 


“Advertisers are leading the way 
back to business recovery by their 
intelligent and courageous presenta- 
tion of the new and _ interesting 
things which have been in the mak- 
ing in research laboratories and 
manufacturing plants during the 
past year. 

Pick up almost any publication 
and note the large number of new 
or improved products which are be- 
ing offered, along with attractive 
prices or merchandising changes 
which have made the goods more 
interesting to the public. 

The Western Clock Company, 
maker of a staple product whose 
market has been expanded by wide- 
spread advertising, has greatly in- 
creased demand by changing the de- 
sign and making a “polite alarm- 
clock.” The results of the changes 
are evident in orders so great that 
the company is running its factory 
to capacity in an effort to keep up 
with sales. 

Advertisers know that there is 
very little use telling a story to the 
public unless they have something 
interesting to say. Human nature 
being what it is, the new and differ- 
ent will always command attention. 
If the product itself cannot be 
changed, then the method of presen- 
tation, the package, the application 
or the sales appeal offers a chance 
for a brand-new line of copy. 

The public is responding to that 
kind of advertising. The economists 
sitting on the side-lines talk about 
the situation being dominated by a 
“fear psychology,” but the experi- 
ences of advertisers with interesting 
messages for the public demonstrate 
that buyers forget all that when 
something new and different and 


interesting comes along. Auburn 
automobiles, General Electric refrig- 
erators, Big Ben alarm-clocks are 
just a few examples. 

How many other manufacturers 
with new and improved goods for 
which there is a real potential de- 
mand are hanging back, waiting for 
someone to come along and announce 
officially that the depression is over, 
instead of stepping out and telling 
the good news about the desirable 
products they have prepared for 
public consumption? It is the repe- 
tition of efforts and experiences of 
that kind which will bring back nor- 
mal business conditions, and the suc- 
cessful record in the recent past 
shows that regardless of how far 
we still have to go in that direction, 
the effort can be made profitable 
right now. 


Some suggestions have been made 
that one way for advertisers to get 
more out of their appropriations 
than heretofore is to put better copy 
into smaller space. Regardless of 
the size of the space unit employed, 
there is a real opportunity and re- 
sponsibility imposed upon advertis- 
ing managers and advertising agents 
to snap up their copy. 


With new and better products to 
offer, with merchandise prices at 
levels which make the dollar go 
further than ever before in provid- 
ing comforts and conveniences for 
the home, and with advertising 
which tells the story of these de- 
sirable offerings in the most inter- 
esting, sincere and attractive way, 
we have every reason to believe thai 
progress toward complete business 
recovery will be accelerated, as it 
has always been, by advertisers with 
the courage of their convictions. 


Wanted: Merchandising Brains! 


The financial pages of the news- 
papers recently carried an announce- 
ment of great interest and signifi- 
eance to advertisers. The Para- 
mount Publix Corporation, leading 
producers cf motion pictures, has 
added John Hertz, William Wrigley, 
Jr., and A. D. Lasker to its board 
cf directors. 

Mr. Hertz, well-known to Chicago 
and the West, may not be so well 
known elsewhere as Messrs. Wrig- 
ley and Lasker. He won great suc- 
cess as head of the Yellow Cab Com- 
pany of Chicago, and made adver- 
tising one of the greatest factors 
in the development of an enormously 
successful business. Mr. Wrigley, 
head of the chewing gum company, 
and Mr. Lasker, chairman of Lord 
& Thomas and Logan, could hardly 
be thought of without association 
with advertising. 

In explaining their appointment 
to the board of one of the largest 
companies of its kind in the world, 
Adolph Zukor, president of Para- 
‘mount Publix, referred to the ad- 


vertising and merchandising experi- 
ence of the new members of his or- 
ganization as likely to be of great 
assistance, indicating recognition of 
the importance of special talent in 
meeting the problems of a company 
so constantly dependent for success 
on meeting the tastes and satisfying 
the desires of the public as an 
amusement enterprise. 


Paramount Pictures are a _ suc- 
cessful product, and it would not be 
correct to say that they are espe- 
cially in need of the kind of assist- 
ance which Messrs. Hertz, Wrigley 
and Lasker can bring to this busi- 
ness. But it is significant that the 
leaders of large corporations, includ- 
ing some whose contact with the 
public does not enable them to note 
the changes in ideas and demand 
as immediately as they can be noted 
in the moving picture field, are thor- 
oughly aware of the need of mer- 
chandising brains of the highest 
order, and are seeking men of that 
type for executive positions, as well 


as to sit on their boards. 


Information 


for Advertisers 


The following documents may b 
secured without charge by any na 
ional advertiser or advertisin: 
zency from the publishers sponso: 
ng them, or through ADVERTISIN 
\GE: 


‘21. Buying Power and Brand Pre! 
erences of the Americas 
College Student. 

Since college students of bot} 
exes spend considerably more for 

‘lothing than young persons of the 

same age in other fields, this survev 

by Erwin, Wasey & Co. is of special 
interest. In the belt field, Hickok is 
used by 74 per cent of those queried, 
with the second brand assaying only 

3.4 per cent. Less unanimity was in 

evidence in coats, Hart Schaffner & 

Marx being the choice of 9.7 per 

cent and Society Brand, 4.3 per 

cent. Arrow collars led with 69.3 

per cent; Paris Garters, 73.6 per 

cent; and Hansen gloves with 13 per 
cent. The feminine students prefer 

Kayser gloves to any other kind. 

Co-ed dresses lead all other brands 

by a narrow margin?.A final fea- 

ture is an analysis of reading habits 
of college students. 


322. Market Survey Form of Beau- 
mont, Texas. 

This is the story of the territory 
tapped by the Beaumont Enterprise 
and Journal, described as an impor- 
tant manufacturing center, including 
six of the world’s largest oil re- 
fineries. Per capita wealth is placed 
at $2,355. Retail outlets, numbering 
1,702, are classified by type. 


297. A Lift to Market. 

This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


308a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and fi- 
nally, readers’ response to Monitor 
advertising. 


310. A feather that cannot be taken 
out of Life’s cap! 

Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per 
thousand is $5.94, instead of a 
higher rate reported. Its four-color 
rate is below, instead of above $10 
per page per thousand. 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


301. Measuring Farm Coverage. 
This is one of a series of promo- 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 


ing Records. 


[ WOTTA LIFE! WOTTA LIFE! 
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WHEN TH’ MOON GOMES 
OVER TA’ MOUNTUN : 
Th ALONE WITH MY MEMORIES 


THE PooR s6uy wHo HAS TO 
BROADCAST A SONG OR TWO 
Berore BREAKFAST 


DW 


| 


As Gaar Williams points out, there are harder lives than 
that of the fellow who merely plans the advertising. 


Voice of the Advertiser 


Autobiography of 
An Advertising Woman 


To the Editor: You asked for my 
autobiography. It begins with tak- 
ing the Cleveland Advertising Club’s 
advertising course the first year 
Charles Mears offered it. Had a 
scholarship from Western Reserve 
University while I was then a senior 
at the College for Women. A slew 
of celebrities were pupils that mem- 
orable year: Amos Parrish, Sam 
Weissenberger, Walter Fathauer, 
for instance. 


Couldn’t wangle an advertising 
job from Mr. Parrish, but worked at 
the Ann Sawyer Shopping Bureau 
at Wm. Taylor’s, which he organ- 
ized. Went from that to copy writ- 
ing in Frank B. Rae’s agency—mar- 
ried, kept house (my degree, B. S., 
happens to be in Home Economics) 
had a son, now seven years old. 

Then a_ hankering for “shop” 
again—did feature copy writing for 
Halle’s until my husband came to 
Westinghouse in Pittsburgh. Even- 
tually, I wound up as advertising 
manager at Meyer Jonasson’s, Pitts- 
burgh’s largest specialty house. 

My special talent lies in picking 
brilliant men to work for—Amos 
Parrish, Frank B. Rae, Jay Iglauer, 
Walter Fathauer, Arthur Kauf- 
mann, and Jacques Blum. 


MARTINA GILCHRIST 
President, Women’s Advertising 
Club of Pittsburgh 


* * * 


New Account 


To the Editor: Please refer to 
our letter of September 30. 

We fail to find that you have 
made an announcement in your pub- 
lication that we have the A. E. Net- 
tleton Company account. Please ad- 
vise us. 

L. B. REIGLER 
Moser & Cotins, Brown & Lyon, Inc., 
Utica, N. Y. 


* * * 


New Color Discounts 
of “Country Life” 


To the Editor: Your issue of 
Oct. 17 said the new color discounts 
of Country Life range from 5 to 
12 per cent. The actual range is: 
for six color pages used within one 
year, 5 per cent discount; 12 color 
pages used within one year, 10 per 
cent discount. 


H. L.. TOWNSEND 
Western Manager, 


Doubleday, Doran & Co. 


Mr. Messler Blushes 


To the Editor: ADVERTISING AGE, 
I grant you, is worth reading twice. 
But I can manage with one copy, as 
usual. Kindly kill one of your sten- 
cils. 
At $1, A. A. is enough of a bar- 
gain. At 50 cents, I blush. 
JOHN JAY MESSLER 
Adv. Mgr. Union Bank & Trust Co. 
Los Angeles, Cal. 


* * * 


One Page Missing 

To the Editor: Please send us 
Page 6 of the Oct. 31 issue. It ar- 
rived torn and we want to read the 
story on the laundry campaign 
criticisms. 

We have become very interested 
in ADVERTISING AGE during its com- 
paratively brief career. Good luck. 


Rospert M. CLUTCH 
Robert M. Clutch & Co., 
Philadelphia. 


* * * 


Interested in Work 


of Fire Underwriters 


To the Editor: In a recent issue 
of ADVERTISING AGE there appeared 
an article headed “See Definite Re- 
sults from Insurance Copy,’ to- 
gether with an illustration of a 
newspaper advertisement issued by 
the National Board of Fire Under- 
writers. 


We have passed along our copy 
to one of our clients for his files, 
and we would be much obliged if you 
could send us another copy, to en- 
able us to keep our own records up 
to date. 


Please have this addressed to the 
writer personally. 


WALTER DANDIE 
McConnell & Fergusson, Ltd. 
Toronto, Canada 


* * * 


Only 50 Per Cent Right 


To the Editor: A recent issue of 
your publication reported that our 
organization has been appointed 
representatives of the Vinita 
(Okla.) Journal also the Walla 
Walla (Wash.) Union. 

The information in regard to the 
Walla Walla Union is entirely cor- 
rect. However, we haven’t been ap- 
pointed representatives for the 
Vinita Journal. 


F. F. PARSONS 
Ford-Parsons-Stecher, Inc. 


Chicago 
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ADVERTISING AGE 


— 


BIG RETURNS ON SMALL OUTLAY 


A typical entry in the Western Clock Co.’s window trim con- 
test to introduce the new 2-voice Big Ben. Only the one card to 
the right of the jumbo clock was furnished by the company. 


DEALERS RALLY 
TO SUPPORT OF 
NEW BIG BEN 


Place Windows Behind Adver- 
tising Copy 


La Salle, Ill., Nov. 5—More than 
16,000 retailers gave the new Big 
Ben 2-voice alarm, “the first polite 
alarm clock in history,” a _ special 
window display in the introductory 
campaign just closed. Many more 
used interior displays. 

While window display and sales 
talk prizes were extra inducements, 
enthusiasm for the new product and 
the advertising supporting it proved 
to be the most potent bids for dealer 
co-operation. This was adduced from 
the fact that only 600 of the 16,000 
dealers who installed displays com- 
peted in the contest. 

It is common knowledge in the 
trade that the net result of the in- 
troductory campaign is an oversold 
condition, but officials of the com- 
pany have withheld the number of 
back orders for fear of putting ideas 
in competitors’ heads. It may be 
stated with assurance, however, that 
the overworked executives are not 
going to take the next depression so 
seriously. 

Spurred on by consumers’ com- 
plaints that the old style alarm clock 
kept them awake half the night with 
its loud tick and then scared them 
out of their wits in the morning with 
its sudden uproarious alarm, the 
company has worked for several 
years on a new model to eliminate 
such criticism. 

When the new model, which not 
only did away with these objection- 
able features, but incorporated new 
refinements of design and _ finish, 
was ready this summer, it was de- 
cided to put it on the market at once. 


Psychology of Product 


“It will be a good sales tonic for 
an off year,” ran the conference talk. 
“Dealers will push it all the harder 
because they have less new goods 
than usual. It will enable us to 
maintain our established price.” 

The company, which distributes 
through jobbers exclusively, co-ordi- 
nated 
behind the new clock as follows: 

Broadside to jobbers and 95,000 
retailers July 15. 

First shipment of samples and 
stock to wholesalers August 1. 

Broadside announcing window dis- 
Play and sales talk contests to re- 
tailers August 15. 

First consumer advertising Sep- 
tember 19. 

With the first broadside to whole- 
Salers went the offer to send as many 


its merchandising activities- 


sample cases for salesmen as were 
desired. The case was a substantial, 
leatherette covered, fibreboard box, 
which held a sample clock, a com- 
pact merchandising portfolio and a 
supply of the two circulars announc- 
ing the contests. On the inside of 
the cover the principal features of 
the new clock were outlined. The 
cases were billed to wholesalers at 
the regular price of the clock. 

The second broadside to the deal- 
ers informed them that the new Big 
Bens were available at their jobbers 
and furnished details of the contests. 


Start Display Contest 


The window display contest opened 
September 10 and closed, together 
with the sales talk contest, October 
1. Cash prizes for each totalled 
$1,000—a first prize of $500, second 
of $250, and ten of $25 each. 

Dealers who placed orders were 
permitted to requisition a window 
display card 26 inches high and 16- 
inch counter card. A third display 
piece, a small card to be attached 
to the time key in back of the clock, 
was packed with the clock. All were 
in the same modern design and col- 
ored in brilliant orange, silver and 
black. 

Rules for the sales talk contest 
specified entries in the form of a 
dialogue between customer and clerk. 
A booklet which accompanied the 
second broadside and which was 
freely distributed by jobber’s sales- 
men to retailers’ clerks also gave the 
rules of the contest, together with 
selling hints and two sample sales 
talks. 

The consumer copy consists of col- 
or pages in American Magazine, 
Capper’s Farmer, Collier’s, Country 
Gentleman, Country Home, Progres- 
sive Farmer and Saturday Evening 
Post. 

How to describe the muffled tick, 
was one of the biggest copy writing 
problems. Adaptations of “it’s noise- 
less” were rejected as literally incor- 
rect, as the tick of the new clock is 
audible when near enough, although 
only one-twelfth as loud as the old 
style clock. 

The phrase, “You don’t hear him 
tick,” was lifted verbatim from a 
copy discussion which began with a 
demonstration. It is literally cor- 
rect and yet conveys the idea the 
clock is noiseless. 


Search for Symbols 


Another problem was to find two 
symbols graphically to describe the 
two alarms. Among the many re- 
jected were elves striking tiny cym- 
bals and then a huge bell, small and 
large bars of music, and small and 
large lightning flashes. 

The winners, a singing bird and a 
crowing rooster, will be regularly 
featured in the publication copy and 
other advertising. 

For inspiration the copy depends 
chiefly on personifying the product. 
This scheme, which began with the 
choice of the name 21 years ago, 
makes the description of mechanical 
features extraordinarily vivid and 


Speaking of 


‘ALL AMERICAS” 


Edward J. O’Brien in his 17th Annual 
Selection of the “BEST SHORT 
STORIES” of 1931 AGAIN* ranks 


Chtepolinn FIRS 


among all monthly magazines... 
general, class or women’s ... in 


publishing the greatest number of 


DISTINCTIVE Jf 
SHORT STORIES 


In serials, in features, in illustrations, as in short stories, there 
is no other magazine like COSMOPOLITAN — and there is no 
other market like the 1,700,000 readers who match their intelli- 
gent choice of literature with an equally intelligent choice of 
advertised products. 


poate beet with 


Osmopo 


itan 


fe ‘Saw and Eighth Avenue, New York 


*First in 1930, 1929, 1928, 1927, 1926, 1925 


The Class Magazine with 1,700,000 Circulation | 


appealing, as shown by the following 


excerpts: 

“A 2-voice alarm.” 

“First he whispers, then he 
shouts.” 


“An alarm clock that gently 
‘nudges your elbow’ before he firmly 
orders you out of bed.” 

“He’s thoughtful of your sleep all 
through the night. Place him besides 
your bed—where he’s within easy 
reach in the morning—and you'll not 
hear a sound the whole quiet night.” 

It is noteworthy that the “avoid 
alarm clock nerves” theme, a type 
of appeal which is credited by many 
advertising men with the power to 
rush the mass mind to the. ropes, is 
buried in the body of some of the 
advertisements and omitted entirely 
from others. 

L. B. Richards is the advertising 
manager of the Western Clock Com- 
pany. Lorry R. Northrup, of the 
Chicago office of the Batten Barton 
Durstine & Osborn Corporation, is 
the account executive. 


Coast Daily Holds 


Anniversary Party 


The Los Angeles Evening Herald 
celebrated its 20th anniversary Nov. 
3 by presenting the Advertising 
Club with a party. 

Maurice Chevalier and other film 
stars entertained. 


HOW HUTCHINS 
WON FLUENCY 


Chicago, Nov. 5—Robert Maynard 
Hutchins, youthful president of the 
University of Chicago, talked like an 
ambulance driver having difficulty in 
guiding his bus over shell-riddled 
roads when he addressed Chicago 
Post, American Legion, at the Tav- 
ern Club Monday. 

The reason he talked that way, 
Dr. Hutchins confessed, is because 
he drove an ambulance on the Ital- 
ian front during the war. This be- 
ing the case, he told the advertising 
men making up Chicago Post to call 
him “Buddy” and let it go at that— 
at least during the luncheon. 


Dr. Hutchins made no formal ad- 
dress, the meeting developing into a 
round-table discussion as to who won 
the war and how could they prove it? 

The following new members were 
introduced by Kellogg M. Patterson, 
of the Cinemnati Times-Star, chair- 
man of the membership committee: 

Ross Gamble and Leo Burnett, 
Erwin, Wasey & Co.; John A. Bairns- 
father, Critchfield & Co.; John J. 
Finlay, Aubrey & Moore; T. C. 


Lemon, Bertolet & Lemon, Inc., pub- 
lishers’ representatives; S. R. Pen- 
field, Ladies’ Home Journal; H. A. 
Patterson, Popular Science Monthly. 

The next meeting will be held 
Nov. 16, with the director of one of 
the largest appropriations in the 
country doing the talking. 


Fifty Cents Probable 
for Agency Creditors 


Walter C. Bowman, attorney, esti- 
mates liabilities of the Porter-East- 
man Co., defunct Chicago agency, as 
$60,000, with assets of $35,000 

With conservation of resources, 
creditors will get 50 cents on the 
dollar. 


Erwin, Wasey Get Stuart 


John McHugh Stuart, who has 
been publicity director for several 
aircraft companies, has joined Er- 
win, Wasey & Co., New York. 


Love in Mail Field 


H. G. Love has become vice-presi- 
dent of Doolittle & Co., Chicago mail 
agency, to specialize in service to 
publishers. 


Form Seashore Agency 


Alexander Berman and associates 
have formed the Seashore Advertis- 
ing Agency at 1125 Atlantic avenue, 


Atlantic City. XU 
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ADVERTISING AGE 


November 7, 1931 


REFRIGERATION 
BUREAU HAS BIG 
PLANS FOR 1932 


Announces “Greatest Advertis- 
ing in History” 


Omaha, Neb., Nov. 5—While the 
1932 budget of the Electric Refrig- 
eration Bureau of the National Elec- 
tric Light Association will be only 
$412,000, many times that sum will 
be spent by local bureaus and cen- 
tral stations, J. E. Davidson, of the 
Nebraska Power Company, national 
chairman of the bureau, said in an- 
nouncing “the greatest co-operative 
advertising and sales activity in the 
history of American business.” 

Of the $412,000 to be subscribed 
by refrigerator manufacturers, 
about $300,000 will be spent in mag- 
azines. Newspapers will get $2,500,- 
000 from local organizations. 

Magazines selected are the Satur- 
day Evening Post, Good Housekeep- 
ing, Time, McCall’s Magazine and 
Collier’s. More than 50 per cent of 
the copy will run between March 1 
and June 30. 

Mr. Davidson said the 1931 goal 
of one million refrigerators would 
be reached during Christmas. 

The national sales quota will re- 
main at 5 per cent of domestic cus- 
tomers or approximately one million 
refrigerators. The slogan will be 
“Another Million in 1932.” 

Local budgets will amount to $2 
per refrigerator of expected sales 
as based on quota, this amount be- 
ing in addition to any regular com- 
mercial expenditure for electric re- 
frigerator sales promotion. 


Slogans for Campaign 


The advertising will emphasize 
“All year round refrigeration” and 
“Invest in an Electric Refrigerator.” 
Other messages to be stressed are 
the ease of purchase, health and 
economy. 

Two plan books, instead of one, 
will be issued. In 1931 a complete 
plan book was issued late in Febru- 
ary for the whole year. It was 
found that these books become mis- 
placed or lost and that advertise- 
ments discussed far in advance of 
actual use lose their interest long 
before they should. This condition 
was directly reflected in orders for 
sales promotion material. 

The first book will cover the period 
from the first of the year until the 
end of July and will be distributed 
about Jan. 1. The second will cover 
the period from Sept. 1 to the end 
of the year and will be distributed 
Aug. 1. 

There will also be made available 
four books of colored cover and one- 
color text covering each special ac- 
tivity as follows: 

1. “The Ten Million Call Month’: 
A campaign for March contemplat- 
ing house-to-house calls, with special 
emphasis on such calls by smaller 
retail outlets. 

2. “The 20 Per Cent Sales Month”: 
A campaign for May to sell electric 
refrigerators in 30 days. This will 
combine a co-operative refrigeration 
exhibit plan with a plan to sell 20 
per cent of the year’s quota of new 
prospects. 

3. “Electric Refrigeration Week 
and Celebration of 50th Anniversary 
of the Electrical Industry”: An elec- 
trical show with refrigeration as the 
dominant factor, Sept. 29 to Oct. 6. 
Follow up of new prospects during 
remainder of October. 

4. “Buy an Electric Refrigerator 
for Christmas Campaign”: Novem- 
ber 1 to Dec. 24, a campaign in 
which all sales and non-sales em- 
ployees may participate, with spe- 
cial emphasis on action by small 
sales outlets. , 


Book for Each 


For each of these activities a com- 
plete plan book will be issued, simi- 
lar to the 1931 Electric Refrigera- 
tion Week Booklet, in which all de- 


Nickel Smoke 
Leads Parade; 


Cigarettes Lose 


Washington, D. C., Nov. 5—The 
popularity of the five-cent cigar fea- 
tured the tobacco situation for the 
first nine months of 1931, B. D. 
Hill, chief of the tobacco division of 
the Department of Commerce said. 

Over 102,000,000 more _ nickel 
cigars were produced in the first 
nine months than in the correspond- 
ing period of last year, and they 
made up the only “major” class of 
manufactured tobacco products of 
which the output has been increased 
thus far this year. 

Cigarette production has fallen 
off 2.94 per cent this year. The 
United States has consumed only 
89,000,000,000 cigarettes; at this 
time last year 92,000,000,000 had 
been produced. 

Outside of the five-cent cigars 
only snuff, of which approximately 
30,000,000 pounds is consumed an- 
nually, increased in volume so far 
this year. Cigars costing more than 
five cents, little cigars, cigarettes 
and large cigarettes have all been 
produced in smaller numbers. 

Part of the increased sales of in- 
expensive cigars is due to the fact 
that tobacco companies, adjusting 
their selling campaigns to adverse 
conditions, have concentrated their 
advertising on five-cent brands, he 
said. 

Tobacco companies, which are 
lenders rather than borrowers of 
money, have not been seriously af- 
fected by the general decrease in 
tobacco sales. 


tails of operation will be covered and 
samples of letters, invitation tickets, 
newspaper advertisements, window 
displays, etc., will be shown so the 
ideas may be executed with the mini- 
mum of effort by local bureaus. 

Special newspaper advertising will 
be sent to all local bureaus, special 
sales promotion materials being in- 
cluded. One of the features of the 
1932 program will be a new style 
“Cooperator,” the house organ of the 
Bureau, to be published in tabloid 
newspaper style. 

Another feature will be a prize 
contest among regional and state di- 
rectors, to culminate at the National 
Electric Light Association conven- 
tion in June. Plans are also being 
made for a nation-wide essay con- 
test in the fall. 


Eight Broadcasters 
Ordered Off the Air 


The Federal Radio Commission 
has ordered eight stations off the air 
to reduce the number in large cities. 

The losers are WJAZ, WCHI, 
WIBO and WPCC, Chicago; WNJ, 
Newark; and WKBO, Jersey City. 

Two stations in smaller cities were 
also deleted. They are WIBR, Steu- 
eee, O., and WMAB, Newport, 
mm J 


Business Mail Users 
Seeking Ammunition 


The National Council of Business 
Mail Users, 160 Broadway, New 
York, is seeking evidence to disprove 
figures of the Post Office Depart- 
ment. 

It is asking members to give in- 
formation upon which recommenda- 
tions for equitable ratios of fourth- 
class mail may be used. 


Gumbinner Is New 
Unguentine Agency 


Effective Jan. 1, the Lawrence C. 
Gumbinner Agency, New York, will 
direct the advertising of Unguen- 
tine. It is already handling Nor- 
forms, another product of the Nor- 
wich Pharmacal Co. 


Walter Haise Weds 


Walter Haise, secretary of the 
Milwaukee Advertising Club, took 
Bessie Kemp for a bride Oct. 31. 
coma are honeymooning in the 

ast. 


Leaves “Tampa Times” 


Ill health caused the resignation 
of Charles G. Mullen as general 
manager of the Tampa (Fla.) Daily 
Times. Associates presented him 


with a watch at a farewell dinner. 


EASTMAN ADVERTISES HOME OFFICE 


4 ue £astman Kodak Company has made its headquarters at 
Rochester one of the show places of the city with this new flood- 
lighting system, installed by Westinghouse engineers. 


USE CODED COPY 
TOBOY SCOUTS 


Meriden, Conn., Nov. 5—A com- | 


sends and receives code messages, | 
is being marketed by the Connecti- | 
cut Telephone & Electric Co.,| 
through Boy and Girl Scout organiz- 
ations and allied groups. 

The sets, selling at $5 a pair have 
received the approval of national 
scout officials. A special offer is 
being extended to the boy or girl, 
who deciphers a message printed in 
code in the advertising. By taking 
the correct translation to any dealer, 
a reduced price is obtained. 

A national campaign, tied up with | 
dealers in each section, is | 
plated. Copy will stress the educa- 
tional benefits of the apparatus, 
which will enable Scouts to learn | 
the Morse code with great facility. 
Wires can be strung between houses 
if desired. 

Arrangements have also _ been 
made to demonstrate the sets in 
stores which sell them. 


Akin Enters Business 


William S. Akin has left the ad- 
vertising staff of the Chicago Daily 
News to establish his own business 
at 19 South LaSalle street. He is 
representing the Christian Century, 
Medical Records and Annals, The 
Taxpayer and St. Andrews Cross. 


Somerville in Parade 


The Somerville (N. J.) Chamber 
of Commerce will stage a six months 
campaign to invite attention to that 
city as a good place to live and do 
business. The F. N. Sommer Agency, 


Newark, is in charge. 


Wants N. E. A. Meeting 


Indianapolis is seeking the 1933 
convention of the National Editorial 
Association, and if successful, will 
ask the state to make an appropria- 
tion for entertainment. 


Is District Manager 


J. B. Stevenson will direct adver- 


pact telegraphic outfit, which both tising in Pennsylvania, Ohio, and 


West Virginia for the Westinghouse 


Electric & Mfg. Co., East Pitts- 
burgh, Pa. 
Buick Picks Sunday 


The first of a series of Sunday 
broadcasts will be presented by the 
Buick Motor Co., Detroit, over an 
N. B. C. network Nov. 8. The Camp- 
bell-Ewald Company is in charge. 


New Adsocticina Man 


Arthur Towell, president of Arthur 
M. Towell, Inc., Madison (Wis.) 
agency, has had a new baby, Thomas 
Towell, at his house since Nov. 1. 


“News” Names Katz 


The Charlotte (N. C.) News has 
appointed the E. Katz Special Ad- 
vertising Agency as national repre- 
sentatives. 


Anderson ‘Better 


Lee Anderson, president of Adver- 
tisers, Inc., Detroit agency, is recov- 
ering after an operation for appen- 
dicitis. 


Hall with Lussier 


William B. Hall has become vice- 
president of L. Charles Lussier, Inc., 
Detroit agency, coming from the 
Charles E. Hughes Co., Detroit. 


Press Group Elects 


L. R. Kessler, Dodgeville Chron- 
icle, was elected president of the 
Southwestern Wisconsin Press Group 
at the annual meeting at Platteville. 


PLAUT SUGGESTS 
JOINT TEST OF 
CALIFORNIA AGT 


New York, Nov. 5.—A cooperative 
agency with sole selling rights in 
California is a suggestion made to 
competitors by Edward Plaut, presi- 
dent of Lehn & Fink, Inc., to give 
price maintenance a practical test 
under the new Fair Trade Act in 
that state without great loss to the 
manufacturer or substantially in- 
creased prices to the consumer. 

The California law permits Cali- 
fornia manufacturers, wholesalers 
and retailers to enter into contracts 
to maintain prices on branded goods, 
Manufacturers with plants and 
warehouses outside the state cannot 
make such contracts as they would 
conflict with federal interstate com- 
merce regulations. 

Yet were each manufacturer to 
establish his own California branch, 
the cost would be prohibitive. Con- 
sequently, Mr. Plaut suggests inside- 
the-state warehousing as the most 
economical method to find out if the 
California plan of price maintenance 
will really work. 

In initiating this move, Mr. Plaut 
has written 30 leading drug manv- 
facturers as follows: 


Suggests Co-operation 


“The California Fair Trade Act 
will give manufacturers an oppor- 
tunity to test out the value of price 
maintenance legislation in a limited 
field. 

“It is my feeling that this problem 
calls for the cooperation of all 
manufacturers. Price maintenance 
cannot possibly be successful unless 
the principal competing manufac- 
turers in the field are willing to co- 
operate in this test. 

“To make price maintenance con- 
tracts without violating national 
regulations governing interstate com- 
merce, it will be necessary to estab- 
lish warehousing in that state. Yet 
were each manufacturer to establish 
his own California branch, the cost 
would obviously be prohibitive. 

“The setting up of a cooperative 
company as an agency with sole sell- 
ing rights for all California, might 
be the most effective and economical 
way out. 

“Would you be interested in dis- 
cussing this matter with a number 
of manufacturers with a_ view 
toward making a test of such a 
cooperative plan of distribution?” 


Bruce Barton 
Philosophizes 
at Minneapolis 


Minneapolis, Minn., Nov. 2—Bruce 
Barton appeared in this city today 
neither as advertising man nor au- 
thor but as the principal speaker in 
the opening rally of the local Com- 
munity Chest drive. 

He told an audience of 5,000 Com- 
munity Chest workers that a period 
of depression is a time of real prog- 
ress during which there occurs a 
general readjustment of life’s indi- 
vidual handicaps. 


“Among other advantages of the 
readjustment period,” he said, “we 
learn that when we shoot enemies, 
we shoot customers and that when 
we win a war all we win is the 
privilege of passing the hat so that 
our enemy won’t go bankrupt.” 

Present international difficulties 
he declared to be due to failure of 
governments to realize that the 
world has become a neighborhood in 
which the welfare of all nations is 
dependent upon the progress and 
prosperity of others. 

When the shackles of tariffs, in- 
ternational debts and reparations 
are broken, he said, business will be 
able to accomplish its real purpose— 
the satisfaction of human wants, 
which are unlimited. Progress of 
this kind does not come in boom 
periods, he concluded. 
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OUTDOOR FIELD 
GATHERING FOR 
41ST MEETING 


(Continued from Page 1) 


How the Organization Backs Up the 
Salesmen, S. N. Holliday; Copy and 
Art—Creative and Advisory, Hor- 
ace W. Hardy; Marketing and Plan- 
ning, C. O. Bridwell; What is the 
Future of the Small Plant Owner, 
Arthur Siegel; Public Relations as 
They Affect Selling, Hector Fuller; 
Outdoor Advertising in Relation to | 
Other Media (visual presentation), | 


D. S. Schenck. Armistice Day Com- | | | 


memoration Service. 

At 11:11, there will be held an 
Armistice Day Commemoration ex- 
ercise conducted under the direction 
of the American Legion. 

2 o’Clock, afternoon—K. H. Ful- 
ton, President Outdoor Advertising 
Incorporated, presiding. 

General Subject—‘The opportu- 
nity for Outdoor Advertising under 
its new selling plan.” 

John Benson, President American 
Association of Advertising Agen- 
cies; W. C. D’Arcy, President, 
D’Arcy Advertising Company; 
Henry T. Ewald, President, Camp- 
bell-Ewald Company, Chairman of 
Board, National Outdoor Advertis- 
ing Bureau, Inc.; Honorable George 
Wharton Pepper, General Counsel, 
Outdoor Advertising Incorporated; 
Frank W. Harwood, Sr., Vice Presi- 
dent, Lennen & Mitchell, Inc.; Ar- 
thur R. Burnet, Secretary, Outdoor 
Advertising Committee, Association 
of National Advertisers; Milton J. 
Blair, Vice President, J. Walter 
Thompson Company; H. K. McCann, 
President, McCann-Erickson Incor- 
porated; William H. Johns, Presi- 
dent, Batten, Barton, Dustine & Os- 
born, Inc.; Joe M. Dawson, Vice 
President and Manager, Tracy- 
Locke-Dawson, Incorporated; Frank 
T. Hopkins, Vice President and Gen- 
eral Manager, National Outdoor Ad- 
vertising Bureau, Inc.; W. A. Gib- 
son, Jr., Vice President and General 
Manager Outdoor Service, Incor- 
porated. 


THURSDAY—November 12th 

9 o’Clock, morning—Legal and 
Legislative Program, J. B. Stewart, 
Vice President, presiding. 

Protecting a MHeritage—J. M. 
Jones, Walker & Company, Detroit, 
Mich. 


General Subject—“The coordina- 
tion of national and state associa- 
tions to meet the requirements of 
1932 and 1933.” 


An Outline of the National Asso- 
ciation Plan—J. B. Stewart, Vice 
President, Legal and Legislative Di- 
vision. 

The Minnesota Plan—Don V. 
Daigneau, 
vertising Association of Northern 
States. 

The Louisiana Plan—J. O. Mc- 
Fadin, 
ing Association of Louisiana. 

The Pennsylvania Plan—Tom 
Nokes, Secretary Outdoor Advertis- 
ing Association of Pennsylvania. 

10:15 o’Clock, morning—Educa- 
tional Program, Leonard Dreyfuss, 
Vice President, presiding. 


What the Future Holds for Out- 


door Advertising—Leonard Drey- 
fuss, Vice President Educational 
Division. 


Benefits to be Obtained Through 
a Closer Relationship between the 
Lithographing Industry and _ the 
Outdoor Advertising Industry—Wil- 
liam H. Merten, President Lithog- 
raphers National Association. 

The Need of Local Public Rela- 
tions Work—Myles Standish, Stand- 
ish-Barnes, Inc., Providence R. I. 


Editorial Posters and What They 
Accomplish—Geo. Ripley, Jr., At- 
lanta, Ga. 


11:15 o’Clock, morning—Plant 
Development Program, Al Norring- 
ton, Vice President, presiding. 

Organizing for Traffic, Plant and 
Market Surveys by State Associa- 
tions in Cooperation with the Na- 


Secretary Outdoor Advertis- | 


Secretary Outdoor Ad- | 


TO LEAD MEET 


Kerwin H., Fulton, president 
of Outdoor Advertising, Inc., 
will preside at one session of 
the Detroit convention. 


tional Plant Development Division— 
John M. Paver, Association Staff. 

The Value of Traffic and Plant 
Surveys in Actual Plant Operation 
—C. M. Bryan, Gen. Outdoor Adv. 
Co., Indianapolis, Ind. 

The Sales Value of Traffic and 
Plant Surveys—R. E. Melcher, Gen. 
Outdoor Adv. Co., Indianapolis, Ind. 

2 o’Clock, afternoon—Local Sales 
Program, W. Rex Bell, Vice Presi- 
dent, presiding. 

Selling Small Town Merchants— 
J. Knox Montgomery, J. Knox Mont- 
gomery Poster Adv. Co., Belleville, 


| Ill. 


Selling Cooperative Accounts—T. 
M. Tyrrell, Gen. Outdoor Adv. Co. 

The Making of a Poster Cam- 
paign Presentation—Fred W. Lines, 
Jr., Walker & Company, Detroit, 
Mich. 

New Ideas in Paint That Sell—E 
H. Barling, United Adv. 
tion, Newark, N. J. 

Following Through from Building 
a Merchandising Idea Presentation 
to the Actual Sale—E. B. O’Keefe, 
John Donnelly & Sons, Boston, Mass. 

My Experience in Local Selling 
for Groups of Plant Operators—B. 
F. Shepherd, Wisconsin Adv. Bu- 
reau. 

The Necessity of State Associa- 
tions Organizing for Local Selling— 
A. A. Elliot, President, Outdoor Ad- 
vertising Association of New York. 

4 o’Clock, afternoon—Open For- 
um, Miles K. Lander, Shaw Poster 
Adv. Company, Grand Forks, N. D., 
presiding. 

Discussion of Formation of Group 
or State Selling Organizations. 

Discussion and Establishment of 
a National and State Policy of 
Service Maintenance. 
eno of our Participation in 


Corpora- 


.| tories Corp., 


Public Interest Movements, national, 
state or community in scope. 

Adjournment. 

Directors’ Meeting—To be held 
\immediately following adjournment 
lof Open Forum. Held for the pur- 
|pose of presentation by the elected 
president of nominations for Vice 
Presidents, Treasurer, Secretaries 
and General Manager. 

Annual Banquet and Dance, Grand 
Ballroom—8 o’Clock, evening. 


LADIES’ ENTERTAINMENT 
TUESDAY—November 10th 


Evening—Mrs. Harry C. Mac- 
donald, Chairman, to meet at ; 
theatre party at Detroit Civic The- 
atre. 


WEDNESDA Y—November 11th 


Afternoon—Mrs. Harry C. Mac- 
donald, Chairman, to meet at . 
luncheon at Colony Club after which 
la trip will be made to Bloomfield 
Hills visiting the Cranbrook Foun- 
dation Christ Church, Cranbrook 
School for Boys, Cranbrook Acad- 
emy of Arts, Kingswood School for 
Girls, Brookside Elementary School 
founded by Mr. and Mrs. Geo. G. 
Booth as part of the development of 
their beautiful estate. 


THURSDAY—November 12th 

9:45 o’Clock, morning — Mrs. 
Harry C. Macdonald, Ghairman, to 
meet at ; trip through Henry 
Ford’s most interesting show place, 
“The Early American Village,” lo- 
cated at Dearborn. Following the 
trip, a luncheon will be served at 
Dearborn Inn. 

8 o’clock, evening—Annual Ban- 
quet and Dance, Grand Ballroom. 


Frank B. White 
Adds New Accounts 


The Frank B. White Company, 
Chicago agricultural agency, has 
been appointed by the American Dry 
Milk Institute, Chicago. Other new 
accounts: 

Wayne and Low, poultry products, 
Chicago, and Earp-Thomas Labora- 
Chicago, Farmogerm 
and Humogerm. 


Boeschenstein Rises 


Harold Boeschenstein has been 
made vice-president and assistant 
general manager of the Owens-Illi- 
nois Glass Co., being succeeded as 
general sales manager by F. 
Solon. 


Publisher Passes 


Henry C. Kaynor, for many years 
publisher of the Ellensburg ( Wash.) 
Record, passed away this week. The 
Record is now being published by 
his three sons, Clifford, Keith and 
Gilbert. 


Priesing Joins Wahl 


Carl W. Priesing, formerly sales 
manager of the Bridgeport Hard- 
ware Manufacturing Co., Bridgeport, 
Conn., is now sales manager of the 
Wahl Company, Chicago manufac- 
turer of pens and pencils. 


FEA TURES P. C.’S 
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A booklet used for follow-up in the “Peripheral Capillaries” campaign 
of the Philadelphia & Reading Coal & Iron Co. offers this unusual 
illustration. Buchen & Co. are in charge. 


VISITS CHICAGO 


Ralph Leavenworth, new general 
advertising manager of the West- 
inghouse Electric & Mfg. Co., vis- 
ited Chicago this week as the com- 
cone dealers gathered for a sales 
clinic 


Bank’ s Deposits 
Guaranteed in 


Full Page Copy 


Tipton, Ind., Nov. 5—In a full- 
page advertisement in the Tipton 
Daily Tribune, directors of the 
Farmers Loan & Trust Co., of this 
city, guaranteed all present and fu- 
ture depositors full payment of de- 
posits for three years. 

The directors, Walter W. Mount, 
Chas. M. Martz, Walter Carter, H. 
C. Haskett, I. H. Woodruff and N. 
R. Lebo are all men of financial 
standing. 

The advertisement, addressed “To 
the Depositors of the Farmers Loan 
& Trust Company,” said: 

“The directors of any bank natur- 
ally know more about the bank di- 
rected by them than anybody else. 
Few people realize the financial re- 
sponsibility of stockholders in banks, 
else many safe and sound banks now 
closed to their great loss and that 


jJ,| of the communities they were serv- 


ing would not now be closed. Tipton 
County depositors have manifest 
great faith in the county’s banks 
and are now doing so. 


Offer Guarantee 


“The following guarantee to de- 
positors of the Farmers Loan & 
Trust Co., signed by men of much 
greater financial worth than the 
total deposits of this bank, speaks 
for itself: 

“Whereas the people of Tipton 
County have manifested faith in the 
Farmers Loan & Trust Co., of Tip- 
ton, Ind., despite the misfortunes of 
some of the banks in surrounding 
counties. 

“And whereas we, the undersigned 
directors and principal stockholders, 
feel it is due our depositors that 
they be assured their faith is well 
founded, and that we give evidence 
thereof, 

“Now therefore, we hereby jointly 
and severally guarantee all present 
and future depositors of the Farm- 
ers Loan & Trust Company the full 
payment of their deposits. 

“We believe the darkest days of 
the depression are over, but that our 
depositors need have no doubt, this 
guarantee will be in full force and 
effect for a period of three years 
from this date.” 


Powell Is Promoted 


T. H. Powell, formerly lemon sales 
manager, has been made general 
sales manager of the California 
Fruit Growers’ Exchange, Los An- 
geles. 


To Service Red Top 
The account of the Red Top Oil 
Burner Company, Chicago, has been 
placed with the Kirtland-Engel Com- 
pany, Chicago. 


Join New Bureau 
The Controlled Circulation Audit, 
New York, now has 31 members, 13 
— having joined in the last 
week. 


WESTINGHOUSE 
STAGES CLINIC 
FOR RETAILERS 


Also Apprises Them of Adver- 
tising Plans 


Chicago, Nov. 5—Besides a win- 
dow display service, exclusive West- 
inghouse dealers will be able to buy 
store fixtures, exterior electric signs 
and printed matter from the com- 
pany at cost or less, it was indicated 
at a sales clinic here this week. 

The company is also furnishing 
dealers with high grade calenders, 
imprinted with their names, for 8 
cents each in lots of 100, and 6 cents 
for 5,000 or more. 

The Westinghouse Lamp Company 
is now handling window displays for 
all departments, and J. F. O’Brien, 
advertising manager, used a lamp 
set-up to demonstrate “decorating 
with light.” 


Planning the Window 


The planning of a window display 
begins with the attention center, 
which is the middle of the back- 
ground one foot below the eye level 
of the passerby on the sidewalk. 
Visibility decreases above this level 
much faster than below it, he said. 

The display expert must remem- 
ber that but seven seconds are re- 
quired to walk past the average 
window. 

A background is essential. It cen- 
ters the shopper’s attention within 
the window by hiding activity in the 
store and provides a foundation for 
mass displays of color. 

Choose a warm color scheme for 
winter and cool colors for summer. 
Merchandise should form an inter- 
esting pattern or design. 

Mr. O’Brien said sight was 87 
per cent of merchandise appeal, 
sound 7 per cent, smell 3.5 per cent. 
touch 1.5 per cent and taste 1 per 
cent. As defects of sight are al- 
most universal, displays must be 
lighted and arranged to afford easy 
vision. 


Next Year’s Plans 


C. E. Allen, commercial vice-presi- 
dent, and C. A. Dostal, regional 
sales manager, hinted at an adver- 
tising appropriation for 1932 of 
nearly $5,000,000, mentioning maga- 
zine, newspaper and outdoor adver- 
tising. 

Dealers were promised straight 
selling copy that would do half the 
job of putting Westinghouse appli- 
ances into homes. 

The display advertisements, it was 
said, will be built around the refrig- 
erator, with another product coming 
in for about a fourth of the space. 

In the past, Westinghouse has fa- 
vored institutional copy. Ralph 
Leavenworth, newly appointed gen- 
eral advertising manager of the 
Westinghouse Electric & Mfg. Co., 
who dropped into the sales clinic, 
said a departure from this tendency 
would be evident. 


Rejoins Buck 
After two years with Erwin, 
Wasey & Co., B. F. Provendie has re- 
turned to the Glen Buck Company, 
Chicago, as account executive. 


Pick Churchill-Hall 


The Fred Gretsch Mfg. Co., Brook- 
lyn, musical instruments, has placed 
its account with Churchill-Hall, Inc., 
New York. 


“World” Cuts Prices 


The Tulsa (Okla.) World has cut 
its daily price from 5 to 3 cents, Sun- 
day from 10 to 5 cents, and weekly 
by carrier from 20 to 15 cents. 


Made Vice-President 


Oscar E. Mittelstaedt, formerly di- 
rector of art and production for 
George Harrison Phelps, Inc., De- 
troit, has joined Gray Garfield 
Lange, Inc., as vice-president. 
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THE 


CHARLES W. WRIGLEY 
COMPANY 


extends to the Outdoor Adver- 
tising plant owners and operators 
its sincere thanks and appreciation 
for the intelligent and effective 
cooperation which they have given 


in handling the Outdoor Adver- 


tising campaigns of its clients. 


CHARLES W. WRIGLEY COMPANY 


918 WRIGLEY BLDG. e CHICAGO, ILLINOIS 
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GIVE SAMPLES | 
OF MAYONNAISE 
INRESTAURANTS 


Chicago, Nov. 5—A newspaper 
campaign by Mrs. Schlorer’s, Inc., 
Philadelphia, to encourage the use 
of mayonnaise as a substitute for 
butter on bread increased sales tem- 
porarily but produced little evidence 
to show the suggestion was perma- 
nently adopted, Mrs. Anna Schlorer 
Smith reported to the Mayonnaise 
Manufacturers’ Association 
last week. 

Arrangements were made with a 
Philadelphia restaurant to serve 
mayonnaise with butter for a week. 
The free samples were accompanied 
with questionnaires on mayonnaise 
to be filled out by patrons. 

“The restaurant discarded the plan 
as impracticable after four days,” 
said Mrs. Smith. 

“It seems restaurant patrons do 
not want to be disturbed in the re- 
laxed enjoyment of their meal. This 
may account for the fact that some 
of the answers were rather facetious. 

“A typical reaction was furnished 
by the patron who answered, ‘Do you 
prefer butter or mayonnaise with 
bread?’ by saying he _ preferred 
Scotch.” 


There was considerable evidence | ey 


to show that the advertising stimu- 
lated consumers to do their own 


thinking with regard to new uses for 
mayonnaise. Many wrote in to say 
they did not like mayonnaise on 
bread but they did make other uses 
of it. 

Mothers advocated serving chil- 
dren some mayonnaise each day be- 
cause of the oil it contained. 

Mrs. Smith suggested a co-opera- 
tive campaign with copy based on 
new uses for mayonnaise. 


Coca-Cola Net Up 


Net profit of the Coca-Cola Com- 
pany for the third quarter was 
$5,165,000, before federal taxes. 
This compares with $4,908,731 for 
1930. For the nine months ended |. 
Sept. 30, net was $12,599,997, also 
a healthy increase. 


Tinsman Honored 


Robert Tinsman, president of the 
Federal Advertising Agency, New 
York, has been elected life member 
of the board of trustees of Lafayette 
ae from which he graduated in 
1901. 


Gets Norge Title 


Ralph E. Caldwell has been ap- 
pointed sales promotion manager of 
the Norge Corp., Detroit, continu- 
ing as merchandising director of 
the Cramer-Krasselt Co., Milwau- 
kee, handling the account. 


Three for Inland 


SILVER TYPEWRITERS GLORIFY DEALERS’ WINDOWS 


These sterling silver typewriters are being sent to dealers of L C Smith & 
Corona Typewriters, Inc., New York, advertising the new “Sterling Model,” de- 
signed to popularize portable machines for office use. 


Inland Newspaper Representa- 
tives, Inc., has been appointed na- 
tional representatives of the Brain- 
Minn.) Dispatch, Excelsior 
Springs (Mo.) Standard and Paw- 
huska (Okla.) Journal-Capital. 


George Hebb Passes 


George Hebb, 83, at one time busi- 
ness manager of the Terre Haute 
(Ind.) Express, now the Star, died 
at his home in Terre Haute Oct. 29. 


And particularly to those manu- 
facturers of building materials 
and equipment who know that 
the sun is only behind a cloud 
and that building MUST go on — 
we make this suggestion: 
Maintain your position — keep 
contact— carry on withthe 28,000 


Popular Building G Contracting 


203 North Wabash Avenue, Chicago 


A MAGAZINE OF MATERIALS + METHODS :; EQUIPMENT 


— 


Manufacturers! 


Those who have survived the 1931 slump 
Those who view the future confidently 
Those who battle for existing business 
Those who intend to stay in business 


contractors; 12,000 building ma- 
terial dealers; 3,000 architects; 
2,000 speculative builders read- 
ing this magazine. This circula- 
tion of 45,000 is practically com- 
plete coverage of the building field, 
and is available at a rate of $7.50 
per thousand for full page space. 


EXACT VITAMIN 
CONTENT URGED 
ON FOOD LABELS 


Washington, D. C., Nov. 5—Regu- 
lations requiring all foods which 
purport to be sources of vitamins to 
bear a label specifying the exact 
amount of vitamins contained were 
predicted by Dr. H. C. Sherwood, 
of Columbia Univérsity,; in an ad- 
dress before the Association of Offi- 
cial Agricultural Chemists. 

Dr. Sherwood said the necessity 
of labeling foods with their vitamin 
content would arise from the fact 
that advertisements of “vitamin-rich 
foods” may lead people to believe 
such foods are sufficient for all hu- 
man needs. 

As a matter of fact, vitamins A, 
C and G are rare in the usual diet, 
and the public should not be given 
the impression that they can be 
found in all commodities advertised 
as rich in vitamins. 

The flood of advertising based on 
vitamin content can do much to pro- 
mote the use of nourishing foods, 
Dr. Sherwood said, and it will do 
harm only if people do not dis- 
tinguish between the several kinds 
of vitamins when planning their diet 
and purchasing their groceries. 

The comparatively recent discov- 
ery of vitamin G, formerly confused 
with vitamin B; portends changes in 
the public’s attitude toward certain 
foodstuffs such as skimmed milk and 
makes more imperative the labeling 
of foods, according to Dr. Sherwood. 

A sufficient supply of vitamin G is 
vital to digestion, healthy nerves, 
resistance to infectious diseases, im- 
munity from skin trouble, general 
buoyancy, and length of life, Dr. 
Sherwood explained. 

Yet its sources are very limited. 
Most commodities which contain it, 
such as skimmed milk, buttermilk 
and the whey coming from cheese- 
making, are used very little or dis- 
carded. 


Commendatory Label 


The problem is to bring skimmed 
milk into general consumption with- 
out displacing whole milk, which is 
an important source of the rare vit- 
amin A, Dr. Sherwood declared, 
suggesting that a commendatory 
label be affixed to bread made from 
skimmed milk. Meanwhile, anti- 
skimmed-milk legislation should be 
discouraged, he advised. 

Vitamins B and E are widely 
found and will be embraced in the 
average diet, according to Dr. 
Sherwood, and, since the discovery 


that vitamin D can be imparted to 
foods by irradiation, that vitamin 
also will be supplied in sufficient 
quantities. A, C and G are the rare 
vitamins, he said. 

He warned buyers against manu- 
factured foods which use milk or 
egg substitutes and against drinks 
which use substitutes for fresh fruit 
juices. 

“Simple, rigorous enforcement of 
the present highest ideals and stand- 
ards of food control will tend to 
serve the best health interest of the 
consuming public as regards vita- 
mins A and C,” Dr. Sherwood de- 
clared. 

“As regards the more recently 
discovered vitamin G the public in- 
terest may call for some revision of 
present thought and practice.” 

Vitamin A, which is found in 
whole milk and liver, is necessary 
for body building, digestion and the 
lungs and air passages in the body, 
Dr. Sherwood explained. Vitamin B 
has a bearing on the vigor of a per- 
son’s appetite. Vitamin C, secured 
mainly from citrus fruits, prevents 
scurvy and helps nutrition, resist- 
ance to disease, tissue-building and 
the formation of teeth. Vitamin E 
is widely found and has not been 
demonstrated to be of importance to 
humans. 


Whitney Names Porter 

The W. F. Whitney Co., South 
Ashburnham, Mass., has appointed 
the Porter Corp., Boston, to adver- 
tise its early American furniture re- 
productions. Magazine and dealer 
co-operative campaigns will feature 
a new merchandising policy of group 
furniture selling. 


Leave Jobbing Field 
Wilson Brothers, Chicago, who re- 
cently retired from the retail field, 
are also quitting wholesale business 
and after Jan. 1 will sell few prod- 
ucts not of their own manufacture. 


Van Wyke on Coast 
O. W. Van Wyke has joined the 
copy staff of the Hamman-Lesan 
Co., San Francisco. He was for- 
merly with the J. Walter Thomp- 
son Company. 


Start Clothing Drive 
The Los Angeles office of Bots- 
ford, Constantine & Gardner has 
been appointed by Brooks Clothing 
of California and will use news- 
papers and radio. 


Get Laundry Account 
_ Consolidated Laundries Corpora- 
tion has appointed Badger and 
Browning & Hersey, New York, who 
will use newspapers, outdoor ad- 
vertising and direct mail. 


Appoint Aitkin-Kynett 

The American Hammered Piston 
Ring Co., Baltimore, has appointed 
the Aitkin-Kynett Co., Philadelphia, 
as its agency. 
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ADVERTISING AGE 


whatta 


his BILLION DOLLARS the 


**big moment’’ for line-bucking sales managers 


HEN you think of markets and 1932 intensified sales effort, do 
you think of this BIG BOY of COLLEGE HUMOR? 


He’s your “big moment” in America’s colleges and universities — 
620, 618 male college students. 7 


If you’ve got something that’s hot, of quality and in good taste, 
he’s a “natural” tackle for your line-up to turn back the plunging 
surge of RED and score for good old BLACK. He may be just the player 
you need to win your 1932 sales-game. 


BIG BOY, of COLLEGE HUMOR, is for doing this, for going places. 
He’s an offensive, not a defensive player. He’s YOUTH. Depression 
is just another novelty in his young life — and the “blues” are 
something to dance to. The only glum-gloomy moments in his ener- 
getic life are the moments when folks hold him back. And he’s going 
to spend a BILLION DOLLARS! Put him on your sales-market line-up! 


Whatta MAN, when BIG BOY gets all slicked up high and handsome! 
And 1932 is the year of the OLYMPICS. 


He’s a BILLION DOLLAR market of young men verging into maturity 
— and dressing the part! A market without traditions and just form- 
ing habits. He’s one reason depressions never last. PLAY HIM STRONG 
IN 1932! 


Here are figures from a survey for COLLEGE HUMOR made by Erwin, Wasey 
& Company, covering 2,638 typical students in 21 colleges — the first complete 
survey ever made of this major market. 


BIG BOY, in 1932, will spend on 


ls. syda egat $ 5,436,613.68 Shoes...............$11,841,391.44 Shaving Cream. ....$ 2,124,748.80 
egal as a oe were 12,936,520.35 Shaving Lotions.... 1,038,617.52 

ae . 12,735,081. ‘ocket Watches..... 17,843,114.40 
elie 9,383,744.16 Swimming Suits.... 2,9299,000.48 CO! Clube.......... 15,067,008.00 
Sweaters............ 3,441,820.20 Traveling Bags...... 13,510,853.86 Tennis Shoes....... 1,161,797.76 
Underwear.......... 5,101,479.96 een reba 6 9,341,533.08 Box Candy.......... 4,536,595.80 
Setees SES Ar pron Cameras............ ney med Alarm Clecks....... 1,107,839.82 

a 4,096,078.80 Tennis Rackets..... 4,544,338. 

Suependers......... 529,660.32 Ginger Ale.......... 2,007.208.96 ‘TSunteln Pons...... pire 
TE . sakin 969,207.12 Candy Bars......... 4,056,162.00 Toilet Soaps........ 1,415,009.04 
Topcoats........... 16,838,598.00 Typewriters......... 26,628,076.86 Razors.............. 1,185,814.08 
Overcoats........... 14,208,475.80 Tooth Paste........ 3,109,519.20 Razor Blades....... 4,161,093.00 
le CSG ed 48,259,255.68 Tooth Brushes...... 906,102.28 Hair Tonic.......... 864,645.84 


* This survey shows that 4 out of 5 college 
men are COLLEGE HUMOR readers. 


Graybar Bldg. 1050 N. La Salle St. 
New York City Chicago, Illinois 


1932 is the year to make your name a habit with 
BIG BOY, in his magazine, COLLEGE HUMOR. 


Prod * ei - La. ee 
e : wap Peer Fae ere, ee a 
k ss < 
—<$F | ! . as ee a ‘ 
4 we 1 ” ie ‘ a : 
Be o ‘ e . : fg ail 
le _ = od i oe — ~~ 4 
x. $ * ; a ip m a ry 
« % wae i r: be mre 
Sig x ‘ Sie ft). OR = 
a a es oi : 
: z Py ‘as ih 4 aoe qa 
ae a a ae ee 
4 ey & Mae ¥ a ‘ . = a se +F 
eee ee — = has 
“ tw 7 Ss 
2 dd age J 
ad ae ie at 
> | — a f ae 
ee ae E 1a ie : 
; aft i % — e es j . we j 
eS SS ee oT 7 -~ 
: e: i : x3 es ite - iat x _ ee : an . 3 
= ae . eae ae ee , pie ee a : wi : mir 
ee Pray eS eu sag Lae eh. see si sbi “, ae 
= ee. ae A ea re . os : ; : 
7 aa es ' ate ae eae P ihe ; ie / 
ae. ig Si ee Se rp ee co ad oa 3 * ; 
ee i! a a. ia g ee ‘* ; cal oF : : 
yi - Be cd og x a, 
a Sy Oar ae ' A, agp ae! va? PE: lx 
a a cae . RS aR ES 2 
¢ Bt ines if ee eee ee Be bese - 
Pet: ee Be eis aaa sone 
eRe ee Os eae ane: pe 
cme cz 7 de Soke ae aaa ; ae. DaeeR 
« poe Sie eer a eer ae ck 4, sy 
eco 5, a4 Ba a aera ah ae i a a ee 
Pe iat Gee he oe ees - - a 
ee eS P Sey coos oe DG MT ae [eae : er etl 
oe ; oo : " pe : ar ees 
rep a ae or: +e ee 
. - Bee ae a es vera ae ee] 
; i nr) 2 2, aes oI See ola 
sr a ae foe eek ee : ‘ee 
: hore iene lr rae ae > a wap 
rer st 0 Opt te a pa ae Bre : a ; 2 oe 
5. ee ot ee an ae . oe ose ane : ‘ie 
eur Se ae ee 5 ve rn ne ‘ Paaat 
Deore gos Re: Bs aah OO eee ee le eee 
i Re ta a ees 5 ae i 3 a i onal 
ee bag teal: a nn cee ghee ‘ i bers) aud 
pears tps ai Sane 1h As = Sg BS ae ae ene ; 
OES io 
Ute Fs) aia Sauer ee ‘aaieag ab eatie. TP fa a ear. : 
pietmens 2 pee i soit a a é oe renee rel 
Myce aos med 5 See sit coven reese Wa ee ia 
Le ae a ee uae te ele Tha) oe _ DAA cars: ee a anaes Sy 
. Se rah eae Sees oes = ie eg ad 2) iene ce eee i 
aes Pie forts Mon 2 ee Mt Ee eee eget: 2 
) Pi ei tet atte aes te gh te ey Seat gear ee ee ee Sere 
bt). ee ee fab .0 () psa Pe aerate Sar ee al ie Ae ata Nes 
1 oo Re, py eee TEI ONAN cere a ERS ie ca! -; arnt 
A Fee ee sy een Ne eee aS Cs * eee 
eS ee se ys 7 ; 
: & ~ aie ee 
e a Rey  ¥ 2 Sm 
fee > es : . ee en 
te se - tie 
ao oe ae ci ee 
; : ; wash 
\- —s Par a a : 
a a ; i 
s pee oF 
‘ ae kzcas' e 7 ee 5 : 
ne a wae a ‘ 
t ae hee gall _. Seer 
&S ae — i oe 
et ee <a ee eee Steg. Mam ia eee Tt peters 7 - 
f : TN ete ya) ae nS a Cee on ree) 
1 ‘ Por Perey ne al ie ge Ler age: oe 
| en ee ee la be 
o ian here eta 8 oe Oe ee Stee as ae “j “i 1 
le od i a ee Oe Si Met ie a A ute Sameer e Le 
2 aa oe aa or aot emg ene See hs a : aie ae , oh 
= Soa hee" Ne fog eae ve sept" : oy, eae : nie te ere 
- ea RS ie Sieg ee gah fe 1 A ea feel 12 x39 val, she - aie e 
(anes en ie “OUNR See leat oe Oe fp SOS ee . : Ss 
e- ' caved a ea Peete ‘a eee ey, So ogee by A, eee ee Bs) . 
t et as he y nee Berean Pee Me 
i en ye ae : ha 
’ Orel Si Pees 
Be he bye Beare 
; A os ee ae ah 
ly a om a - ae a 
n- ees Se: ah ; ae lia, 
ee eee fs i ein = ase Bri Fy TI gs 
f od es ae a Meniae ma een: 4 ee, . H r oe 
BR 2 21h Bee NN La aa ee — 
0 oe Reh ee ei Ne eee ee oe _——- 
en PM cs oh rag ee a ee Saeees — 
: i, ae wis oun OER tet 8) octane) oe 2 
, ect ee ee emer ae a. a ; 
in ane SS Bey 2 ae cS ee Uwe Oe eeye 2 Eanes 
a ae = geal a4 Bes bie ae + PO 3 Ce eee _ 
me se ize, Pe ee eV WAS 7 e Dyes ae 2, ee ae s Doh 
ry * Re eS ron ae ee ae et Padeetes = pe “at ay ie 
aa te 0 ore ene ee SAAT i cael Rene 320 , Be Wea: ~ Bat Ral 
“4 hes ees ee Mas ie “a a SOG 
bs ety | Maat Gy 
he 5aa “> Seat. poe eae 
eee om 2 a a Seu Woe 
3 ne “7 ee bot Ae. ~ ame pr pee pen bs ass = 
4 ciate Ba A A Py 7 ¥ Pee ah 2 
ee SS ee eee eee eee ee Be ae ee ea 
<o a : eee oe Che Wee i aaa a ~ ‘ EF ., Sa pos, Ce UE he 
ed fet me 7 ae Sere Kees te aes ee gl 5 ial r4 yh ee eg 
Rs ee) ee Sree as ee ee z “ 
, ’ : 
ed Pe be ee vee ah : io, Res ae teh i 
* ; egy) eee Perl ay sm a 
sot ee be ee wie pe a! ee 
- fe pies roa es 2 3 aes Be da et eee ma: ar jee. = 
st- ree Pee eee Re ene Oc a gee te eet 7 bt oon! a ie 
> ee ier Sia agli lesa ate ee ae ™ Loe arre 
d a eee ees geen ae oe ed at 
n ; ae ee eae Tae 8 eee Ne seas — as pate 
f i. Zz * ee yee FH 
E i 5 oe eae 
to ; OY, il mma ee ¥ ee 
s Pe ‘ p = Ce eee ere ere ce? ee ee 
| : ‘ caer Sone pag pa hee oe ; 
i F es F Sea : soe 
| es aes fore eu ee ki ae] 
; a a woe oe a ae rhe 
3 3 eee bait say #3 ae ee 
ith . oy ke a oe 
ted i re cae aa A se. : 
er- eee : is ne cere nae Ni in i 
i } nels _ ch i. ae ry 
re | jad —_ ip 
ler aN . ees ee 
ire i - "A ; : 
f - oe 7 . é e r 
uu f oe a . Bes 
Pp Po | Re ; Te atin 
ee eee, Sie og es ee at ee ae 
vay ee ae aS OB an . 
; yi es ee a Mal ae ee ae 
Pama, © Sei Ln! q Dae te a ~ 
. eek) eee ee Sie aaa! pore el sas 
sri ies Vee 7p ae ate coe tes Pa ee) 
t tees Tee. 2 epee nl 
eld, fee ak Pa oF % 
ess . a ae rs 
Koons eas By : 7 
oi | . 2 ee : - ; \\o . , NE 
. . Rg es ban ia 
Pet ely a ©) ‘ fas 
— Sea Pie oe ' Evoy € 
Scie ome 8 eee “ne 
th * Baa 2 a ee: Ww Honea BS 
e ' . aie aha "ies ahaa 2 \ ss 
a2 7 ‘gt as - a 
i ae eh q « wi as 
san ; = ce walle : 
2 ;wetonyte i 
for- me bs <e 00, ee 
' a =< z 
mp- | , a: ae : oye 
: ——- : ~ 3 S 
:  { a Bea atx 5 
ots » oye a _ + 
" ‘ ‘ ; : 7 : erie 
h Saeeee | a ae. Pe 1 % * d ‘ 
ing SS iD . a” ,  ?* 
>ws- i Toa eee “= a : 2 : 
: “a 
F ‘ * § 
_ ea hi 
: . : ok ee - ae Bs ce ry. a ih 
i . . : ‘ & aa i ee 
ora- ee See : ; 3 aa Th. oy Se? 
ese en te a : bi ie Is as Ne - 2 
and ; , OF yt) q ite, tw Rolush . 
i . Sato S SER K ‘ § . . ye dw -~ant W 
who : ‘ aye : a ’ WURRIS A 
ad- 2 Sic eR aA m 3 AURDER «the 
* < me ° 
es eS m ‘ as | 
re = Ca aed . E 4 eee = RSS 
ee : : , = AS Pe ar 
r : ak . = 
: : a: 
ston : Sees oa ’ 
P ‘ a 4 a a ae Se 
shia, a Sar fs eles 2 | ooiatd aaa a | 
; | Jacinoy 9h “Lanett ys. oe 
ee. te ot see ee ee — 
er ae es a ee Pot e Ss 
— oS Se Se 
ss SS 
yaa igteaeene ; : x 
7) SOAR Ee eS ee. OC 
: ee re eee ee a ee ce - 
eee. | ee Te oe er Se. ys ; * 
eae: ST fon tus pe dela. Si yer Re cin ah alae ena ye ea el pore : 
eee eo Ry Siete: PaO ee ar ee ; ae ae: 3 ae 
Bara Tay eee aa el EE Bo eget eeee Se eo: eels. 3 Sie RE Rats) So le a Big cn a pet ee Wk tome = 
oe, eee eae gg ee een Fi Gin ioe es ane ae ee see idee he ea 5 Seen see: ei Soe : : 
rr cet ne be ae ae tia Gh feiec AMS em ee | oy Ne tie gal ieee om Coen eeeer <n a Wate 04's oe oR ON hc ics the a a es ek 
Z ae earths 5: ate, es Oras wan ioe Se rt ee ig oe ee nee ein oo ee a ees oe ins sie 
ay aati piece Ais ERS Se a setae COT gs, 1 eee ee Ber a. oe 
PROTA phat one ae Emig ee) Gena ea te via a “Ss a tay Sli ge ore pe! Pe Meee dye ch erga Sit er hieatihwr fin | RN 7 hea Ang 5 2 ptelgenetiba ik § 
ee Chait 22 PEROT Cor ae We ashe ch ae ; Gale Oy ae pve ee it ~ Eee or ve 
ee he IBN nat 7 y= gh rine eimrea| Ms Pore es e ee etc Cees PE Re a eee a Seen ee iat oe 
Si: es’ < c| ce)  See ae 
Bee iy a NR ig) a Ge ples Tete Sey ale ya ‘ nee tareecct ee Bese SD ee ad 4 
ih Se ee Ns A ac 9 ha en ee ae ia Tees meme a 
A tine es a ai 


12 


ADVERTISING AGE 


November 7, 1931 


GIVES SALIENT 
SPECIFICATIONS 
ON DRUG DEALS 


Viewpoint of Dealer, Jobber, 
Explained 


New York, Nov. 5—“Any whole- 
sale salesman earnestly trying to 
serve manufacturers effectively and 
also to provide an opportunity for 
his customers to take advantage of 
current offerings, faces an almost 
superhuman task.” 

This is the comment of the Na- 
tional Wholesale Druggists’ Asso- 
ciation in Bulletin No. 17, covering 
“The Distribution of Free Deals by 
Service Wholesale Druggists.” 

Explaining why this is true, the 
association said that in two recent 
months, the total sales of deals of 
wholesale druggists keeping records 
amounted to about 8 per cent of the 
total volume. 


The number of items on which 
deals were recorded was about 200. 
Thus the salesmen of any one house 
had to keep in mind the existence 
of deals in 200 or more lines at some 
time during those two months. 

Some of these deals ran for the 
entire period. For others it was 
necessary to keep in mind opening 
and closing dates as well. The av- 
erage deal amounted to $5.70, rang- 
ing from $5.30 to $8.37. 


Ten Salient Points 

Here are features which the 
wholesalers believe should charac- 
terize each deal: 

(1) It should be sufficiently lib- 
eral to give the retailer an incentive 
to take it. 

(2) It should be of the right size 
so that an intelligent salesman can 


ANALYSIS OF CURRENT DRUG DEALS 


Free goods furnished by the wholesaler: 


Assembled by wholesaler, no charge back . 139 
Unit packed by manufacturer... 22 ” 
—- 1 
Charge back at list... 68 
Charge back at cost... 0 
Entire deal packed by the manufacturer and ‘shipped: 
Direct by manufacturer... 
Free goods furnished and shipped ‘direct ‘by “manufacturer: 
On wholesaler’s ordev...... coed 84 
On receipt of certificate packed with ‘goods... : ; 11 
On receipt of wholesaler’s invoice for the goods. 7 
Discounts charged back 2 cccscsssssseseeeeeeen e 1 
Mixed deals—both discounts and free goods. o 3 
Discount by check to retailer on receipt of wholesaler’s invoice... 1 
| EE CE Sa a eT RO ae eS LY, 342 


—National W holesale ‘Druggists’ Assn. 


honestly recommend its acceptance 
by his customers. 

(3) It should be so simple to 
administer as to involve the lowest 
possible cost in handling. 

(4) It should contain no speci- 
fications easily overlooked by sales- 
men or the wholesaler’s clerical 
staff. 

(5) It should be so designed as 
to avoid the possibility of any error 
or oversight on the part of clerical 
staff, salesman, or the retailer him- 
self that will result in the retailer’s 
failure to get all the merchandise 
as promised. 

(6) There should be no possibil- 
ity that the wholesaler himself 
because of error or oversight be 
forced to furnish the extra goods at 
his own cost. 

(7) As far as possible the whole- 
saler should be able to avoid making 
up the deal on the retailer’s selec- 
tion although there are some situa- 
tions where it may be desirable for 
the retailer to select his own assort- 
ment. 

(8) Free goods should be packed 
with the rest of the deal in shipping 
containers, and where this is not 
feasible, in special shelf packages. 

(9) If the manufacturer requires 
the names of purchasers of deals 
he should be prepared to pay for 
such service. In those situations 
where names of purchasers are de- 
manded promptly after sale of deals, 
it may cost the wholesaler as high 


Consider the 
$3.000.000.000 
SCHOOL MARKET 


Tit value of school property in 
the United States is more than 
$7,000,000,000. The yearly oper- 
ating cost of these schools is more 
than $3,000,000,000. 


This tremendous market has not only 
been unharmed by the business de- 
pression but has actually been bene- 
fited. Because so few new jobs are 
available, boys and girls are poring 
in school rather than remain idle. The 


increased school registration necessi- _ 


tates increased school expenditures. 
There is no tightness of money in the 
school field, as in other businesses, as 
practically all school money comes 
from government appropriations. 


Now is the time 


to concentrate on selling to schools — 
a stable market even in this time of 
depression, with tremendous sales 
possibilities. 


SCHOOL MANAGEMENT, which 
will be launched in January 1932 
by the publishers of THE PARENTS’ 
MAGAZINE, will have a controlled 
circulation of ‘50, 000 copies. 40,000 


remem annually on new 
sc equipment 
$28,000,000 7 spent annually on text 
$32,000,000 

Collameous schol supplies 


* 


will go to the principals of the largest 
public and private schools in the 
United States. 9,000 copies will go 
to every City, County and State Su- 
perintendent in the United States, 
and their important assistants, in- 
cluding business managers’ and pur- 
chasing agents where there are such execu- 
tives. 1,000 copies will go to a hand-picked 
list of outstanding school architects and pro- 
fessors in Schools of Education having an im- 

rtant influence on purchasing in schools. 
By means of its controlled circulation, 
SCHOOL MANAGEMENT is the only pub- 
lication which oe dominating coverage of 
the “ke#” people who control the buying for 
this tremendous school market. 


An advance dummy of this magazine and an * 
* ing rate card will gladly be sent on request 


School Management 


116 EAST 32nd STREET, NEW YORK 


as five or six cents a deal to furnish 
these names, 


(10) The all embracing feature, 
so far as the wholesaler is con- 
cerned, finally resolves itself into 
economy in handling the deal. 


Deals for Retailers 


From the point of view of the re- 
tailer the deal should possess certain 
features, according to the ‘ulletin: 


(1) It must not be too large. The 
retailer has been taught to buy in 
small quantities. Only very special 
inducements persuade him to buy in 
large quantities. A deal that will be 
sold in three months is fot too large. 
The deal should be one of which the 
average retail druggist should be 
able to avail himself without over- 
buying. 

(2) The deal should offer a sub- 
stantial inducement to buy in the 
quantity included in the deal. Such 
inducement must be adequate to 
overcome the cost of carrying the 
merchandise and of the risks at- 
tendant on stocking it. 


(3) The deal should consist en- 
tirely of merchandise that the re- 
tailer would have bought had it not 
been included in the deal. The use of 
riders as free goods when those 
riders are for the purpose of intro- 
ducing new merchandise or for 
moving slow stock is thoroughly 
questionable and deserves no sup- 
port from the wholesaler or retailer. 


(4) The free goods should gener- 
ally be an additional quantity of the 
merchandise which they accompany. 
If a retailer wants cough medicine, 
that is what he should get. He should 
not be forced to take some tooth 
paste or nerve tonic that he does 
not want, 


Associated Lines 


(5) When it is necessary to include 
as free goods merchandise which is 
not identical with that in the main 
portion of the deal, it should be 
merchandise that of necessity is 
associated with the other. Sprayers 
with insect sprays may be acceptable 
when they are of a type and quality 
that properly should be used with 
the spray in question. 

(6) The free goods given with 
deals should not be excessive. Gen- 
erally a large quantity of free goods 
on a deal leads to one of two things: 
overbuying on the part of retailers 
who are overpersuaded to buy or to 
predatory price cutting by favorably 
located large outlets. For the most 
part excessive amounts of free goods 
brand the item as undesirable from 
the merchandising point of view. 

(7) So far as practicable the free 
goods should accompany goods pur- 
chased when they are received from 
the wholesaler. The retailer should 
not have to send certificates or 
wholesalers’ invoices to order the 
free goods himself. The sending of 
the wholesalers’ invoice is particu- 
larly annoying. 

Certificates packed with the goods 
are likely to be overlooked. There 
should be no serious objection to a 
manufacturer’s enclosing with mer- 
chandise certificates entitling the re- 
tailer to receive selling helps, but 
then these should not be made a part 
of the deal as such. 

(8) The free goods should be 1/12 
free with 11/12 rather than 1/12 
free with a dozen. It is a more lib- 
eral deal and there can be no mistake 
about the free goods. They cannot 
well be overlooked by the wholesaler 
or the manufacturer. Also they then 
constitute a part of the purchase 
rather than an addition to it. 


NEW TWIST 


An 
tiser is giving the old Interval’ 
theater slide a new and effective 
angle. 


Australian cigarette adver- 


Good Will Is 
Shifting Nou, 


Says Younggreen 


Chicago, Nov. 5—Urging his audi- 
ence not to wait for others to lead 
the way in a drive for new markets, 
Charles C. Younggreen, president of 
the Dunham, Younggreen, Lesan 
Company, Chicago agency, addressed 
the Illinois Manufacturers’ Associa- 
tion Friday night. 

“In the face of all unfavorable 
factors,’ Mr. Younggreen pointed 
out, “a lot of companies are doing 
more business, making more profits 
and establishing themselves more 
firmly for the future. 

“They have freshened their goods 
or their policies. Every one has put 
news into its business. And when it 
has discovered the news, every one 
has seen that it got preferred 
position. 

“Firms that are ‘jest setting’ to- 
day will be forgotten tomorrow. 
Firms that are building good will 
today will tomorrow have not only 
the good will they have built for 
themselves but a large share of the 
good will the timid souls will inev- 
itably lose to them.” 

The world does love a winner, he 
said in conclusion. 


George H. Nelson Is 
Agency Executive 


After serving some of the largest 
publishers in the country, George 
H. Nelson has become vice-president 
and account executive of Richard- 
son-Plant, Inc., Cleveland agency. 

He spent eight years with Col- 
lier’s, becoming Western advertising 
manager, two with Liberty, and four 
with The American Weekly, for 
which he has been Ohio state man- 
ager. 


Albert Frank Picked 
by Two Advertisers 


The Heyer Duplicator Co., Chi- 
cago, has appointed the Chicago 
office of Albert Frank & Co. to ad- 
vertise the Lettergraph, a popular 
price duplicator. Magazines and 
trade papers will be used. 

The same agency will use maga- 
zines for Elser’s Pearl Face Cream 
Co., Chicago, bleaching cream. 


Create New Position 
for Walter Emery 


The United States Rubber Com- 
pany has consolidated its advertis- 
ing and research departments, with 
Walter Emery in charge. 

Mr. Emery has headed the re- 
search department since 1922. Wil- 
liam F. Earls, advertising director, 
recently resigned. 


Sullivan Is Special 


After six years as advertising 
manager of the Long Island City 
Daily Star, Peter J. Sullivan has 
returned to the representatives’ field 
as vice-president of Hamilton-De- 
Lisser, Inc. 


Melarkey Opens Office 


Joseph F. Melarkey has started 
the Atlas Advertising Company at 


26 N. Main St., Providence, R. I. 


APPEALS FROM 
OUTDOOR TAXES 
TO STATE BOARD 


Newark, N. J., Nov. 5—For the 
first time in 20 years it appears as 
if the manner in which outdoor ad- 
vertising isto be taxed will be fixed 
definitely by the State Board of Tax 
Appeals. 

The first tax appeal to be con- 
sidered by the state board of the 
2,340 filed will be that of the United 
Advertising Corporation Nov. 10 in 
Trenton. It will involve the com- 
pany’s signs in Verona, West Or- 
ange, Irvington and Belleville. 

The advertising agency’s purpose 
in grouping the appeals is to en- 
able the state board to rule Whether 
the panels should be taxed on the 
basis of lineal or square measure. 

The United’s structures in the 
four municipalities were originally 
assessed at a‘total of $17,050 and it 
is seeking to have that amount re- 
duced to $7,100. 

The Essex County Tax Board re- 
jected a similar appeal made by the 
agency earlier this year, giving rise 
to the appeal to the state body. The 
state board’s decision will probably 
determine the basis for settlement 
of all other appeals which have been 
filed. 


Football Coaches 
Are Guests of Club 


The San Francisco Advertising 
Club held its annual football day 
Oct. 28, with football coaches and 
other celebrities as guests. Harold 
Deal, advertising manager of the As- 
sociated Oil Co., presided. 

As each coach was introduced, he 
was handed a football previously 
autographed by himself and told to 
make a forward pass. Among those 
present were Glen Warner, Stan- 
ford; Navy Bill Ingram, California; 
Slip Madigan, St. Mary’s; Clipper 
Smith, Santa Clara, and others. 


“Progressive Farmer” 
To Have New Line-Up 


The Progressive Farmer and 
Southern Ruralist, Birmingham, will 
establish its own Eastern and West- 
ern offices Jan. 1, Wallace C. Rich- 
ardson being in charge at 250 Park 
Avenue, New York, and Paul Huey 
in the Daily News Building, Chi- 
cago. 

Fowler Dugger, advertising man- 
ager, will transfer his office to New 
York and Bruce Hall will become 
assistant advertising manager at 
Birmingham. 


Coast Club Appoints 
Four New Directors 


Four new directors have been ap- 
pointed by the Advertising Club of 
Los Angeles. 

They are August J. Bruhn, Mc- 
Cann-Erickson, Inc.; Norman Chan- 
dler, Los Angeles Times; Brown S. 
McPherson, advertising manager, 
Broadway Department Store, and 
Lewis Allen Weiss, manager of Sta- 
tion KHJ. 


Art Club Lectures 
Will Start Nov. 16 


The annual series of talks on art 
in advertising, sponsored by the Art 
Directors’ Club of New York, will 
start Nov. 16, instead of in the 
spring, as heretofore. 

They will be held at Roosevelt 
House, the charge for the course 
being $5. 


Sixth District Will 
Hold Chicago Meeting 


A Sixth District Round Table 
Conference will be held in Chicago 
Nov. 19 at the meeting of the Chi- 
eago Advertising Council. 

The Sixth District embraces IIli- 
nois, Indiana, Wisconsin, and parts 
of Michigan and Kentucky. 


Meetings Broadcast 


The Nov. 3 meeting of the Adver- 
tising Club of Boston was broadcast 
over three stations, as will all future 
meetings be. WBZ, WBZA and 
W1XAP, the Westinghouse stations, 
are carrying the programs. 
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Suspend ‘Lucky’ 
Copy in Fight 
in Tennessee 


Memphis, Tenn., Nov. 5—Pending 
disposition of a dispute with the 
Tennessee Commissioner of Finance 
and Taxation, the American Tobac- 
co Company has suspended all news- 
paper advertising in this state. 


Following the imposition of a 
state tax, which has bee:: in force 
in Tennessee for a long time, tax 
stamps were affixed to the wrapping 
of cigarette packages. With the 
subsequent introduction of Cello- 
phone wrappings, a disagreement 
arose when Charles M. McCabe, 


Commissioner of Finance and Tax- 
ation, ruled that the stamps must 
hereafter be attached to the original 
packing. 


Mr. McCabe’s contention was that 
the stamps would not stick to the 
new wrappers, and that, therefore, 
the only alternative was to stick 
them on the package. 


Robert R. Ferrell, president of 
the Memphis Drug Club, said manu- 
facturers are preparing to test the 
ruling, which forces dealers to cut 
the wrapping. 


Since stamps can be made to ad- 
here to the new wrapping by means 
of a simple application, a fact 
proved by practice, it is believed 
Commissioner McCabe will rescind 
his order in favor of this simpler 
process. 


“Druggists, Too,” 
Tulsa Grocers Say 

Tulsa, Okla., Nov. 5—Fined 
for selling merchandise on Sun- 
day, Tulsa grocers have se- 
cured evidence that drug stores 
and filling stations have also 
violated the law. 

They ask that warrants be 
served on leaders in these fields, 
to force repeal of the ordi- 
nance. 


Plan Jewish Weekly 


Opinion, a Jewish weekly, will ap- 
pear in New York Dec. 4, publica- 
tion offices being at 114 East 32nd 
street. James Waterman Wise will 
be the editor and Earle D. Marks, 


Deniston Wins Right 
to Use “led-hed” 


The Deniston Company, Chicago, 
has won the right to use “led-hed” 
as a trade-mark for nails, Weston- 
Barnett, Inc., Chicago agency, re- 
ports. 

A complaint by the Federal Trade 
Commission, based on the allegation 
that the lead did not in fact com- 
pletely cover the top of the nail 
head, has been dismissed, the agency 
said. 


“Won't Last Long,” 
Says Pontiac Dealer 


Considerable comment was caused 
by the current advertising of the 
Stem Motor Company, New Orleans, 
which in offering a Pontiac coach at 
$285, commented: 

“Won't last long. Look for our 


publisher. 


special in tomorrow’s paper.” 


— 


e have the privilege of 
serving the following clients: 


R. J. REYNOLDS TOBACCO COMPANY 
STANDARD OIL COMPANY of N. J. 
STANDARD OIL COMPANY of PA. 
HUMBLE OIL & REFINING COMPANY 


GENERAL CIGAR COMPANY, Inc. 


BUICK MOTOR COMPANY 


The REDDINGTON AGENCY, Inc. 


OUTDOOR ADVERTISING 
New York City 


ADDRESSES CLUBS 


Jeannette Carroll 


Miss Carroll, who is with Bryant- 
Stratton College, Providence, R. I., 
and a vice-president of the Adver- 
tising Federation cf America, is 
making a tour of Clubs on Federa- 
tion business. She addressed the 
Women’s Advertising Club of Chi- 
cago this week and will appear be- 
fore the Women’s Advertising Club 
of Cleveland Nov. 10. 


Waldron Says 


Opportunity 
Is Knocking 


St. Louis, Mo., Nov. 5.—Some of 
the opportunities offered nationally 
advertised brands by present busi- 
ness conditions were described by H. 
E. Waldron, vice-president and gen- 
eral sales manager of the W. A. 
Sheaffer Pen Co., Fort Madison, 
Iowa, in addressing the Sales Man- 
agers Bureau of St. Louis. 

One of the most important, Mr. 
Waldron said, is that store heads 
who formerly delegated buying to 
department heads can now be reached 
by almost any salesman. 

“T have made it a point to contact 
general managers of _ institutions 
where we are not getting co-opera- 
tion,” Mr. Waldron said. “I find 
most of them in a receptive mood for 
any plan that promises to increase 
sales, profits and prestige. 

“I believe these stores will wel- 
come more suggestions from manu- 
facturers, whom they regard as 
experts in their respective lines.” 

Mr. Waldron referred to a New 
York store which “adopted the policy 
of selling at 6 per cent under com- 
petitors.” 

“When they did that with our 
merchandise,” commented Mr. Wal- 
dron, “we cut off the account.” 


Baltimore Club 


Plans Annual Award 

The Advertising Club of Balti- 
more will give three annual awards 
of merit for the most outstanding 
achievements in business, art and 
literature, and the professional and 
scientific fields. 

The first award will be made Feb. 
20, 1932, on the recommendation of 
a secret committee of three to be 
appointed by the president. Louis 
E. Schecter is chairman of the merit 
award committee and originator of 
the plan. 


Buys “Agricultural 


Leaders’ Digest” 

Estes P. Taylor has bought the 
Agricultural Leaders’ Digest from 
the American Farming Publishing 
Co., Chicago. 

Mr. Taylor has edited the paper 
for six years of its existence. He 
will publish it bi-monthly instead of 
quarterly, as heretofore. The paper 
serves extension and vocational edu- 
cational agents and United States 
workers in the agricultural field. 


Johnson and Morris 
Made Vice-Presidents 


Bernard L. Johnson, editor, and 
Robert H. Morris, business manager 
of the American Builder and Build- 
ing Age, Chicago, have been elected 
vice-presidents and directors of the 
American Builder Publishing Corp. 

This is a subsidiary of the Sim- 


mons-Boardman Publishing Co. 
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RADIO ACTS TO 
CET PUBLICITY 
FOR PROGRAMS 


(Continued from Page 1) 


Shoppers’ Guide as their means of 
reaching the public. 


Revolution Spreads 


The fight is by no means confined 
to these fronts. The public relations 
department of the National Broad- 
casting Company confirmed reports 
that publications to carry programs 
are being started in Birmingham, 
Ala.; Boswell, N. Dak., and other 
points where the newspapers do not 
display a disposition to co-operate. 
WLW, Cincinnati, started a weekly 
paper some time ago. 

The New York Radio Guide is 
being published by a group of 
former Hearst men. 

The Chicago Radio Guide is spon- 
sored by the Plymouth Printing & 
Publishing Co., 423 Plymouth Court. 
Herbert Krancer is president and 
general manager; Leonard Dubkin, 
editor, and Fred J. Chlupp, adver- 
tising manager. The publication, 1s- 
sued weekly, has applied for second 
class entry at the Chicago post 
office. 

The Chicago Radio Guide consists 
of 20 pages. It sells for 5 cents, and 
is distributed by all Chicago news- 
stands. It is said 50,000 copies are 
already being sold weekly. WLS, 
the Prairie Farmer station, took the 
back cover of the second issue and 
it is said other radio stations will 
extend support as needed. The pub- 
lishers are also working hard on 
agencies handling the accounts of 
radio manufacturers. 

Meanwhile, it is said, the paper 
can make a profit on circulation 
alone. 

The same organization will short- 
ly enter St. Louis, and it indicated 
it may spread its wings further as 
soon as the St. Louis paper is work- 
ing smoothly. 


Minneapolis Situation 


Minneapolis, Minn., Nov. 5.—Four 
local radio stations, dissatisfied with 
their treatment by daily newspapers, 
have made their own arrangements 
to keep the public informed of avail- 
able programs. 

National Battery Station, KSTP, 
of the National Broadcasting Com- 
pany’s network, is doing nothing less 
revolutionary than printing its own 
paper, “KSTP Weekly.” It is be- 
ing sold at local newsstands and 
subscriptions are being solicited at 
$1 a year. 

WCCO, the Columbia outlet, an- 
nounced its complete programs may 
be found in Shopping News. Sta- 
tions WDGY and WRHM immedi- 
ately named the Shoppers’ Guide as 
their medium of reaching the public. 

Both of the shopping papers are 
of the free circulation type which 
have been such a thorn in the news- 
papers’ sides. Both are weeklies, the 
News claiming a circulation of 127,- 
000 and the Gwide, 107,000. 

The reasons leading up to the 
new policy were outlined by “KSTP 
Weekly” in the following editorial, 
headed “Type and Tubes”: 


Strange Enemies 


“It seems strange, that type and 
tubes should be at odds, for in the 
minds of the average man and wom- 
an they should go hand in hand 
as two of the greatest forces for 
better human understanding. 

“Perhaps type, being older, is 
jealous of this lusty eleven-year-old 
child called radio, but the fact re- 
Mains that newspapers in _ this 
metropolitan area decline to treat 
radio information as news. 

“Have you ever heard of Amos 
’n’ Andy? Would you recognize 
these inimitable blackface artists 
from a listing that read ‘Dialogue’? 
Do you feel that you are entitled to 
know when Amos ’n’ Andy come on 
the air? 

“Is a radio fan unreasonable when 
he buys a newspaper with the hope 
of finding complete program listings 


and a few little stories about pro- 
grams and the artists, perhaps a 
picture or two? Or is he just an 
unreasonable pest? 

“Radio is far from perfect, just 
as newspapers occasionally may 
make a slip or two, but who can 
deny that radio has made life richer, 
more enjoyable for millions?” 

The paper also took advantage of 
the opportunity to apprise readers 
of the up-to-the-minute news service 
being provided by KSTP. The cur- 
rent issue carried a story headed, 
“Two Outstanding Scoops Are 
Scored by KSTP News Service.” It 
said in part: 

“Through its general news broad- 
casting facilities, KSTP was first in 
presenting the two outstanding news 


events of October to the Northwest 
public. 

“The first was the accurate out- 
line of President Hoover’s plan for 
pulling the nation out of economic 
depression, contained in an exclusive 
radio news dispatch by David Law- 
rence, KSTP’S Washington corre- 
spondent. 

“The second was news of the 
death of Thomas A. Edison, broad- 
cast Sunday, Oct. 18, shortly after 
the great inventor succumbed to the 
inroads of a complication of diseases. 

“These two news events were in 
some respects the most important of 
the year. David Lawrence in his 
daily Washington dispatches, broad- 
cast exclusively by KSTP in Minne- 
sota and surrounding territory at 


6 P. M. daily, has been consistently 
leading other news services in de- 
tailing the important events taking 
place in Washington. 

“In his dispatch broadcast Oct. 
5, Mr. Lawrence revealed ‘inside’ 
happenings which rival correspond- 
ents picked up hours after the news 
had sped over the leased wires link- 
ing KSTP with Washington. 


“By the speed with which it pre- 
sented important news happenings 
first in its territory, KSTP con- 
firmed the belief of news authorities 
that radio is continually expanding 
as a medium that provides public 
service in many diversified lines.” 

“KSTP Weekly” is undoubtedly 
paying its own way. Though no an- 
nouncement as to circulation has 


been made, the paper has carried a 
fair volume of advertising in every 
issue, the current number reaching 
a peak with about ten columns. 

KSTP also announced it would 
also use Shopping News as a sup- 
plementary medium. It is believed 
that all of the advertising done by 
radio stations in the shopping pa- 
pers is placed on a trade basis, the 
publications taking their pay in ra- 
dio advertising. 


Stuart Landry Better 

Stuart O. Landry, president of the 
Chambers Advertising Agency, New 
Orleans, is recovering from a sudden 
illness which attacked him in Louis- 
ville. He will not be able to return 
to New Orleans for another week, 
however. 


SHILKRET NOVELTIES 


a 


A new series personally directed by 
Nathaniel Shilkret and now available 
to advertisers and their agencies. 


aL 


For the first time in his long and successful career as musical directorand conductor 
of many outstanding radio hours, Nathaniel Shilkret has been prevailed upon to 
produce a series of sustaining programs for electrical transcription. 


Through this series, the orchestras, stars and showmanship behind many of radio's 
most elaborate and successful programs are now available to radio stations every- 


where to serve the advertiser who desires the best, but who could not otherwise 
afford such talent. 


The entire series was recorded by Byers Recording Laboratory under the personal 
direction of J. G. Byers. You will marvel at the breadth and color of the musical 
reproduction and the clarity of the diction. 


Leonard E. L. Cox, who collaborates with Nathaniel Shilkret in ‘“Shilkret Novelties,” 
has produced many of radio's most successful programs. Mr. Cox has drawn on his 
long and rich experience as program director and station manager to produce a 
program which well answers the varying needs of radio stations and advertisers. — 


“Shilkret Novelties” may be broadcast as a five-minute, ten-minute, fifteen-minute, 
half-hour or full hour presentation. It has no name identification and can be adapted 
easily for commercial sponsorship. 


Wire immediately for open territories and complete details. 


BYERS RECORDING LABORATORY, 


1437 CHRYSLER BUILDING 
NEW YORK CITY 


Inc. 
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The clientele 
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ACME WHITE LEAD GENERAL TIRE CO. 
ADDRESSOGRAPH GOLD MEDAL FLOUR 
ALEMITE GREYHOUND LINES 
ANHEUSER-BUSCH HARTMANN TRUNKS 
ARMCO CULVERTS HORMEL HAMS 
ARMOUR JANTZEN 
BELL & HOWELL (FILMO) JOHNSON WAX 
BUNTE BROS. KROEHLER DAVENPORTS 
, CELOTEX LAVORIS 
COCA COLA LET THE LAUNDRY DO IT 
COOPER UNDERWEAR LLOYD BABY CARRIAGES 
EASY WASHER MAJESTIC RADIOS 
. GENERAL ELECTRIC CO. MARSHALL FIELD & CO. 


MAYTAG WASHER 
MINNEAPOLIS HONEYWELL 
MUNSINGWEAR 
NEET 
NORGE REFRIGERATORS 
NORTHERN TISSUE 
O'CEDAR 
OVALTINE 
PARKER PEN 
PENNZOIL 
QUAKER OATS 
REO TRUCKS 
ROGERS LACQUER 


IT HAS BEEN OUR HONOR TO MAKE PLATES FOR THESE LEADING ADVERTISERS 


SAY IT WITH FLOWERS 
SHERWIN-WILLIAMS 
SIMCNIZ 
STANDARD OIL 
TIMKEN 
TOASTMASTER 
TROPIC-AIRE 
VELDOWN 
VOLLRATH 
WEED CHAINS 
WESTINGHOUSE 
WEYERHAEUSER 
YEAST FOAM 


merica’s Finest Engraving Shop 


talk of this town 


Ir IS said that this 
is the most talked-of shop in 
Photo Engraving today. Main- 
ly because of its phenomenal 
growth — its unique policies. 
Such reports are gratifying 
and move us to mention that 
there is no mystery about this 
five - year - old winning such 
merited laurels. 


We work to make every cus- 
tomer a client, and every 
client a bigger client, and we 
have three powerful weapons 
with which to do this: (1) the 
cream of engraving talent, 
(2) superb equipment, (3) 
working conditions without 
parallel. They make this 
America’s Finest Engraving 
Plant. 


65 EAST 


SOUTH WATER STREET 
CHICAGO, ILLINOIS 
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Electrotyper Dead 
William P. Orme, 58, vice-presi- 
dent of the Badger Electrotype Co., 
Milwaukee, died Oct. 26. 


Appoints Howland 
The Vandergrift (Pa.) News has 
placed its national representation 
with Howland & Howland, Inc. 
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A New Way 


to select type combinations 


Goodbye to costly revisions . . . to ten-pound type books 
.+.to guesswork in selecting modern, forcible type 
combinations ... to heartaches because that advertise- 
ment, folder, booklet didn’t turn out typographically the 
way you thought it would. 


ADVERTISING TYPE COMBINATIONS by Arthur C. 
Arnold and Robert H. Powers brings you the first reliable, 
practical and approved way of selecting type combina- 
tions. It shows and describes 57 readily available type 
faces and 285 type combinations. A die-cut card fur- 
nished with the book permits you to inspect each com- 
bination individually. 


Not just another book for the shelf, but a handbook for 
the shop, office and studio of the man whose business it 
is to create striking, readable and modern type effects. 


Send a 83.00 Check for a Copy Today! 


ADVERTISING AG 


537 S. Dearborn St., Chicago, Ill. 


BOOK 
DEPT. 


Subscribe for Your Own Copy 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
branches of advertising... . 


$1 a Year... 52 Issues 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 
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HOSTESSES FOR CITY OF JACKSONVILLE 


Mrs. R. W. Bethea 


RUGGLES HAS 
NEW MEDIUM 


New York, Nov. 5.—The Keyes 
Advertising Corporation has been 
formed here to sell advertising space 
in a new device it has acquired and 
developed. Charles H. McArthur is 
president; Charles P. Keyes, vice- 
president and Donald MacMurray 
secretary -treasurer. Howard P. 
Ruggles, well known advertising 
man, is one of the stockholders. 

The company has patents on an 
illuminated machine which displays 
24 one-sheet posters, 28x42 inches, 
in rotation. Each poster is shown for 
15 seconds until the full cycle of 24 
has been completed. 

The first battery of machines will 
be installed in railroad terminals 
and hotels of New York, Buffalo, 
Detroit and Chicago. Other cities 
will follow. 

In the Grand Central Terminal, 
New York, one machine will be 
placed in each space between train 
gates in both upper and lower levels. 
There will be two at the end of the 
main room, on each side of the bag- 
gage counter. There will be two 
more on top of the tiers of ticket 
offices and eight in the large main 
waiting room, with one more in the 
waiting room near the Biltmore, a 
total of 24. 

These machines will run from 6 
a. m. to 1 a. m., each individual 
poster in each machine appearing 
15 seconds, 200 times a day. 

An interesting possibility, Mr. 
Ruggles believes, is the use of the 
machines in dealers’ windows, since 
they can be made as large or as 
small as desired, to take any size 
poster or advertising page. 


Publish Dailies 


The American Hairdresser, New 
York, published a daily paper dur- 
ing the St. Louis convention of the 
National Beauty and Barbers’ Sup- 
ply Dealers Association. 


Opticians on Air 
Salt Lake City optometrists have 
contracted with local radio stations 
for 26 educational lectures to combat 
alleged unfair competition from 
oculists. 


Heads Press Group 
Dwight Griswold of the Gordon 
News, was elected president of the 
Nebraska Press Association at the 
annual meeting at Omaha. 


New Radio Sales Head 


Harry L. Berno has become acting 
radio sales manager for the West- 
inghouse Electric & Mfg. Co., East 
Pittsburgh, Pa. 


Agency for Cravats 
The advertising of Franc-Stroh- 
menger & Cowen, Resilio cravats, 
has been placed with Hirshon-Gar- 
field, Inc., New York. 


Plan Beauty Copy 
The Utah Association of Better 
Beauty Shops has been formed at 
Salt Lake City. Newspaper and 
radio advertising will be used 


Mrs. C. &. Linneman 


Florida Women 
Make Customers 


for Retailers 


Jacksonville, Fla., Nov. 5.—The 
trend toward official “greeters,” as 
exemplified by the larger cities, has 
been turned to private benefit by 
two local women, with Merchants 
Hostess Service, Inc. 

This organization contracts with 
one retailer in one line to give him 
a favorable introduction to each 
newcomer to Jacksonville, in con- 
sideration of a certain stated sum, 
payable monthly:* 

In a shiny “Welcome Car,” Mes- 
dames Bethea and Linneman pay an 
official call on every family which 
comes to this city. To break the ice, 
they present a basket containing a 
usable sample from each client—a 
loaf of bread from a bakery, a quart 
of milk from a dairy, and so on. 

A token, offering an inducement 
for the prospect to visit each of the 
retailers represented, is also offered. 

The plan has proved so successful 
that another Southern city is con- 
sidering its adoption, giving the 
greeters an official status, instead 
of the semi-official enjoyed by the 
local women. 


BIVES POINTERS 
ON FOREIGN COPY 


Chicago, Nov. 5—Advertising copy 
about automobiles, written for use 
in foreign countries, must be 
adapted to the special conditions of 
life in those countries, Harry Tipper, 
vice-president of the General Motor 
Export Corporation, New York, 
pointed out in an address before 
the Chicago Advertising Council to- 
day. The meeting was held jointly 
with the Export Managers’ Club of 
Chicago. 

“The automobile is so vital and 
dynamic,” said Mr. Tipper, “that 
it must be the center of the copy, 
rather than a stage setting such as 
is used for some other products not 
so inherently important to the user.” 


In many parts of the world, pros- 
pective buyers of automobiles are 
not literate, and advertising must 
take pictorial presentation. In some 
countries payment is made not in 
money, but in the products of the 
land. The advertising must take 
these things into account. 


“The main thing for American 
business men to learn,” said Mr. 
Tipper, “is that all countries are 
interdependent. We cannot expect 
to sell our products to other nations 
and not buy anything from them.” 

After the meeting Mr. Tipper said 
that tariff reprisals against the 
United States, which have taken the 
form chiefly of high duties on Amer- 
ican automobiles, are cutting down 
sales. Increased duties on Malaga 
grapes, for instance, resulted in 
higher tariffs on cars imported into 
Spain from the United States. 


| 


Lemmon with Agency 


Guy Lemmon, former vice-presi- 
dent and general manager of Helena 
Rubinstein, Inc., New York, has 
joined Benton & Bowles, New York 
agency. He was formerly vice- 
president of the Homer McKee Co. 


Stratford Opens Office 


Roland Stratford has resigned as 
secretary and treasurer of Forest 
‘ity, Securities Co., Cleveland, to 
‘pecialize as business counselor to 
inance companies in New York. 


Joins Gillham Agency 


Lon_ Richardson, formerly with 

3alt Lake City newspapers, has 
oined the L. S. Gillham Company, 
£ Salt Lake. 


Add “Sun” to List 


Effective Jan. 1, Ingraham, Cool 
and Coffin, Inc., will represent the 
Binghamton (N. Y.) Sun in the na- 
tional field. 


$20,000 a Week 
Student Expenditures 
at North Carolina 


The Technician, the official student w news- 
paper of North Carolina State College helt, 
joined with the class in marketing in making an 
petition of the expenditures of the 2,000 


It was found that the students spend 
week during the college term. anes ey 
Purchases include 4,000 suits of clothes, 
pairs of socks, 20,000 shirts, 4,000 pairs of a 
Cigarettes absorb $2,362.50 a week, or $82,687. 
a year, the daily consumption being is doo —_ 
Fifty per cent of the graduating class of 300 
purchase or operate automobiles upon graduation. 
Student preterence can be developed i 
through the Technician, just as it can in rae 
dent centers all over America. With the merchandis- 
ing aids cffered by Collegiate Special Advertising 
Agency, a campaign in this field will produce! 


Ask for The Collegi- 
ate Salesmen — show- 
Ing college papers and 
college coverage. 


—y 


Collegiate Special Adv. Agency, Inc. 


NEW YORK 
18 East 41st Street 


CHICAGO 
612 N. Michigan Ave. 


Advertising 
Agent Speaks 


“My clients advertise 
vigorously in the Fairchild 
Publications because I 
know how vigorously 
those publications are 
read.” 


His clients are textile and 
apparel firms. 
. 


! 


Fairchild Publications 


8 E. 13th St. New York, N. Ye 
418 S. Market St. Chicago, Il. 


Sell lowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it . . . one color 
and black in Daily or Sunday news sections 
four colors in Sunday Rotogravure 


section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


BEST BY COMPARISON 


“AJA X= 


PHOTOSTAT 
COPIES F 
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ARTHUR KUDNER speaking: 


“Of course | read Advertising Age! 
“It is bright, timely, informative, helpful. 


“It has a clear route to my desk every week. 


“Advertising Age has a clear 
route to my desk every week,” 
says Arthur Kudner 


Arthur H. Kudner, president of Erwin, Wasey 
& Company, New York and Chicago, one of the 
largest and best-known advertising agencies in 
the world, is famous as a copy-writer of the 
highest order. His work for Goodyear, Hoover 
and other important national accounts has been 
recognized by Harvard awards and other pro- 
fessional distinctions. Starting as a newspaper 
man, he entered the advertising field less than 
twenty years ago, joining Erwin & Wasey in 
1916. Since then he has risen to the head of the 
agency — but he is still best known as a master 
copy-writer. 
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JOINS PACKER 


William A. Shands 


Packer Opens 
‘Poster Plant 
in Jacksonville 


Jacksonville, Fla., Nov. 6—Harry 
H. Packer, president of Packer of 
Florida, Inc., today announced the 
establishment of a new poster ad- 
vertising plant at Jacksonville and 
the appointment of W. A. Shands 
as vice-president and general man- 
ager of all Packer operations in 
Florida. 

“It is a matter of gratification,” 
said Mr. Packer, “that our Florida 
activities will be in the hands of 
such a competent outdoor advertis- 
ing authority. In addition to being 
in personal charge of our new plant 
in Jacksonville, Mr. Shands will act 
as regional manager for Florida. 

“He brings to the Packer organ- 
ization many years of experience in 
outdoor advertising in all its forms. 
His intimate knowledge of Florida 
conditions, gained by long associa- 
tion with outdoor advertising in this 
state, assures the highest type of 
service. 

“Mr. Shands will have at his com- 
mand in Jacksonville one of the 
finest poster advertising plants in 
the country. It completes our Flori- 
da organization, which now covers 
more than 50 cities and towns. The 
Jacksonville plant will serve ‘the 
heart of Florida,’ that important 
section from Jacksonville to Fort 
Meyers.” 

Mr. Packer said the recent reduc- 
tion in rates applies to Florida as 
well as other Packer territory. The 
policy of a minimum number of 
panels per location will also be main- 
tained there. 


Outdoor Ordinance 
Effective November 30 


Regulations governing outdoor ad- 
vertising in the District of Columbia 
will become effective Nov. 30, or 30 
days after publication in a Wash- 
ington newspaper. 

All outstanding authority for the 
erection and maintenance of outdoor 
structures and fence and wall signs 
is rescinded and a new list will be 
established. 


Take Drastic Action 
in Telephone Fight 


Continuing its fight against public 
utility rates, the Amarillo (Texas) 
Chamber of Commerce is urging 
3,000 patrons of the Southwestern 
Bell Telephone Company to have 
their telephones disconnected. 

All city phones, except those serv- 
ing the police and fire departments, 
have been taken out. 


New Reference Book 


“The Refrigerating Data Book 
and Catalog” will be published in 
March, 1932, by the American So- 
ciety of Refrigerating Engineers, 
New York. 


Case Starts Agency 


Julian M. Case has resigned as ad- 
vertising manager of the People’s 
Wayne County Bank, Detroit, to 
establish a financial service in the 
General Motors building. 


L. H. Hartman Company 
New Eastern Agency 


L. H. Hartman, who for many 
years was vice-president and partner 
of Lord & Thomas and Logan, has 
returned to the agency field as presi- 
dent of L. H. Hartman Co., Inc., 444 
Madison avenue, New York. 

The telephone number is Wick- 
ersham 2-6525. 


Canada Publisher Dead 


John Henry Samuel Matson, vet- 
eran publisher of the Victoria (B. 
C.) Daily Colonist, died suddenly 
at 63. 


Moves Her Brushes 
Avalo Hensel, commercial artist, 


has joined the Advertising Bureau, 
Inc., Seattle Wash. 


Texaco Starts 
Distribution 


of Table Salt 


Tulsa, Okla., Nov. 5—Texaco table 
salt, the first of more than 30 by- 
products of oil-well salt water to be 
produced in quantity at the new 
West Tulsa plant of the Texaco 
Products Co., a subsidiary of the 
Texas Company, has been placed on 
the market. An introductory house- 
to-house campaign has been started 
here, with national distribution to 
follow. 

The salt wells from which the 
product is obtained are said to be 


the deepest of their kind in the 
world, being 3,460 feet to the granite 
core and 2,400 feet below the con- 
tamination of the earth’s surface. 


The crystal clear salt water found 
at that depth has a natural iodine 
content, and iodine and various other 
medical and industrial chemicals are 
refined from the water tv 7° > 
patented process in the company’s 
new $1,500,000 plant, said to be the 
most modern of its kind in the 
world. 


Campbell’s New Program 


The Campbell Soup Company, 
Camden, N. J., is sponsoring How- 
ard Lanin’s dance orchestra for 15- 
minute evening programs, three 
times a week. 


Sears, Roebuck Open 


New Orleans Store 
Sears, Roebuck & Co., Chicago, in- 
vaded New Orleans with a new store 
this week under the name of Feible- 
man, 
The introductory campai was 
handled by Bauerlein, Ince. ” 


Boudreau Transfers 
Sam Boudreau, account service 
man, has been transferred from the 
New York to the Chicago office of 
the Batten Barton Durstine and Os- 
born Corporation. He will be teamed 
with Lorry Northrup. 


Must Buy to Drive 


Colorado’s new driver license law, 
taxing motorists 50 cents each, takes 


effect Nov. 20. 


SV et, 


Paper No. 


cost was $31.42 


2. 


SNS 
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OSPITAL 


An Open Letter 
to Certain Advertisers 


If you are really interested in low rates for 1932, consider 


this: In 1928 it cost $24.69 oon 


readers with a page in “Hospital Management.” In 1929 the 


In 1930 it dropped back to $24.78 
(24.78. This year, and next year, the cost is $22.26 

This is the lowest cost for six years. The answer is more 
circulation, without increase in rates. On the other hand, take 


In 1928 it charged $23.33 
1,000 hospital readers. In 1929 its rate went up to $24.79 


In 1930 its cost went up again, to $29.10 


~~ 


This year it charges $28.54 


the highest rate in six years. 


The moral: if you are sincere in wanting maximum value for your 


1932 advertising dollar, use the publication that gives it to you. 


MANAGEMENT 


The Practical Journal of Administration 


537 S. Dearborn St., Chicago Graybar Building, New York 


to reach 1,000 hospital 
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to reach | 
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ADVERTISING AGE 


November 7, 1931 


PHOTOGRAPHIC REVIEW OF THE WEEK) 


FREE MOTORING 
AGREEMENT 


AMERICAN AUSTIN CAR CO., Inc. 
BUTLER, PENNA. 


Contract in execution for the first 7500 miles 


er until 
Whichever shall first occur. 


“FREE MOTORING” 


Free service for a year of 7,500 
miles has been inaugurated in Pitts- 
burgh, Philadelphia and Butler, Pa., 
by the American Austin Car Co., 
with other cities to follow. The cost 
is estimated at $285 per car. 

Under this plan, the purchaser 
agrees to present the car at desig- 
nated service stations for inspection 
at certain intervals, giving Austin 
numerous contacts with him. 

Austin furnishes coupons ex- 
changeable at any Gulf Refining 
Company service or filling station 
for gasoline up to 200 gallons. 


STUDY COOKERY 


Five thousand women jammed the 
Trianon ballroom as the Chicago 
Tribune’s School of Cookery began 
Nov. 3. Many were turned away. 
Mrs. Ida M. Chitwood demonstrated 
modern methods. 

Advertisers who wish to sample 
are taking turnabout at the rate of 
two a day. This plan eliminates 
waste and guarantees a trial of all 
products featured in “class” work. 

Professional entertainers provided 
a gay interlude. 


COOKERY EXPERT 


The gentleman who is preferred 
by this blonde will be lucky. She is 
Mary Meade, cooking editor of the 
Chicago Tribune, under whose su- 
pervision the Tribune School of 
Cookery opened this week, to run 
to Nov. 24. 


ADVERTISING MAN VICTOR IN STEEPLECHASE 


Hart Vance, Jr., president of the Hart Vance Co., St. Louis, won the annual steeple- 
chase of the Bridle Spur Hunt Club with his mare, Teardrop, which took 14 hurdles fault- 
lessly. Here are Mrs. Andrew Johnson and Mrs. Alice Busch Hager presenting the victor 


with the spoils. 


Another advertising man, Lyle T. Johnson, of Russell T. Gray, Inc., was injured when 


his horse, The Copper, fell. 


Ta 


¥ 


ea ca 
' 


Bal 


e mF rae BS. . 


BROADCASTERS’ NEW OFFICERS 


At left, Paul Morency, of Station WTIC, Hartford, Conn., 
elected vice-president of the National Association of Broadcast- 
ers at Detroit last week; Harry Shaw, WMT, Waterloo, Iowa, 
new president; and J. J. Storey, WORC, Worcester, vice-presi- 
dent. Mr, Shaw also publishes Broadcasting, a magazine. 


“MERRY CHRISTMAS!” 

The Silver Seal presentation name-plate is giving Kel- 

vinator salesmen something to talk about and a chance to 
share in $50,000 in prizes. 
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